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PONTA 


UNIFORM IN TEXTURE 
COLOR AND QUALITY 


No detail is overlooked in testing " = finished material to identical condi- 
, , . tions found in its use as a shoe lining. 

PONTAN QUARTER LINING before it 

leaves the Du Pont plant to become a 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 


guardians of quality and uniformity. 


SSB AST i a ise ets a ab 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same fest. 
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A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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VOICE or THE TRADE 


RECOVERY of hide prices and 
distinct firmness in leather prices 
are based, according to tanners and 
hide authorities, on a fundamentally 
strong position. Cattle slaughter 
has fallen off and there are no sub- 
stantial surpluses of leather, par- 
ticularly heavy leather. For the 
week ended June 22, for example, 
slaughter of cattle at 12 principal 
points was only 88,911 head against 
104,934 the previous week and 148,- 
308 in the corresponding week last 


THERE AINT SO MAN’ 
So * MANY 








year. The calf kill at these points 
in the June 22 week was only 30,760 
against 67,872 in the corresponding 
period last year. Of the total 
slaughter at 12 points for the first 
four months of this year, only 42.27 
per cent comprised steers in com- 
parison with 53.96 per cent in the 
corresponding period of 1934. It is 
chiefly steer hides which go into 
the making of sole and _ belting 


leather. 
* * * 


C. KING WOODBRIDGE, chair- 
man, American Society of Sales 
Executives, says: 

“Business enterprises come and 
go, products follow the market 
trends as to people’s likes and needs, 
but there’s one factor that lives 
eternally—a salesman’s personality 


—the sum total of those human 
qualities that make men respected— 
that make men like men. It is a 
quality that outlasts and transcends 
all the factors that are required in 
business. 

“It was our privilege in college 
to listen to that great patriot, Ed- 
ward Everett Hale, give the simplest 
and greatest rule ever expressed for 
daily living. He said: ‘First, every 
man should live in the open—on the 
square. Second, touch elbows with 
the rank and file, that is, acquire a 
knowledge and appreciation of the 
problems of others, and third, every 
day talk with someone who knows 
more than you do, that one may 
add to his store of knowledge the 
experience of others.’ 

“Remember, what counts most in 
the business enterprise is the art 
of rendering service to one’s fellows 
so that both parties profit—Sales- 
manship.” : 
‘* * * 

HARRY A. CHASE, perennial 
secretary of the New York State Re- 
tailers’ Association lifts the dates 
of the 17th annual convention of 
that live body of merchants to Sep- 
tember 23-24 at Syracuse. The 





N.Y. STATE RETAILER'S ASS'N 
CONVENT 
SEPTEMBER 23-24 











entire shoe world is invited and a 
good time will be had by all. Harry 


says, “Program is built around the 
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magic word ‘profit’—the most vital 
thing in the retail shoe business.” 
The first plans of the association 
is to hold a meeting in early Sep- 
tember; conflict with the Styles Con- 
ference dates brought about the 
decision of September 23-24, open- 
ing with the president’s dinner Sun- 
day night, and a big banquet on 
Tuesday night. 


* * * 


J. W. RASMUSSEN, O’Connor & 
Moffatt Co., Inc., San Francisco, 
says: 

“A buyer’s biggest job is that of 
thoroughly knowing his own par- 
ticular trade and selecting to its 
needs. His next biggest problem is 
to have the guts to be able to pass 
up tempting things which look beau- 
tiful, but which will not sell in his 
store.” 


, SRD 
‘ ae y 


i 





\ yan: 

TECHNICOLOR will soon come 
into its own. Will it help to pro- 
mote the sale of color in footwear? 
That is the belief of Curt Wolfelt, 
who does his styling from Holly- 
wood. Mr. Wolfelt has been called 
in for a number of tests as to the 
effect of colors of shoe materials be- 
fore the lens of the technicolor 


camera. “Ere long,” he says, “the 
world will get its footwear color 








combinations from the color films, 
and inasmuch as Hollywood spon- 
sors the smartest, newest footwear, 
he is favorably “on location” for the 
encouragement of more color. 


* * * 


C. J. PESSEMIER, president 
Pacific Northwest Shoe Retailers 
Ass’n, says: 

“Shoe retailers today stand at the 
cross-roads. We hold the dual posi- 
tion of employer and buyer and as 
such we have a dual obligation. 

“As employers we must decide 
whether we are to continue on and 
uphold fair wages and reasonable 
hours or whether we are to lapse 
back into the former bad practices 
of a depressed industry. 

“As buyers we can patronize only 
those manufacturers who live up to 
the better standards of a progres- 
sive industry or we can contribute 
to the breaking down of a fair wage 
schedule in the factories by attempt- 
ing to ‘force down’ prices. 

“Instead of taking the easier 
course and falling prey to the short- 
lived, apparent advantages of chis- 
eling, let us keep the purchasing 
power of the workmen in our indus- 
try up to a fair standard and by in- 
telligent merchandising and proper 
promotion, improve our service and 
our product to such an extent that 
the buying public will reward our 
efforts with a consistent profit.” 


30¢ 


Sr 
THIRTY cent shoes—The Wool- 
worth stores are showing children’s 
shoes at 15 cents a shoe, or 30 cents 
a pair, the soles being stamped 
“Genuine Cow Hides,” and the up- 
pers being of fabric. They look like 
stitchdowns, but are stamped 
“Patent Applied For.” 


S 





* * * 


E. L. CONNOR of Connor’s, Waco, 
Tex., says: 

“Mother Nature is promising us 
much in Texas for this Fall. Pros- 
pects are the best we have seen for 
some five or six years.” 





DO YOU KNOW 








—That half of America's leading 
corporations don't pay dividends 
even in boom times? 

—That 3,000,000,000 (three billion) 
packages are wrapped up by our 
stores each year? 

—That a tenth of the people of the 
U.S.A. descend from African 
tribes? 

—That the annual per capita con- 
sumption of meat in Japan is 
only four pounds — compared 
with 145 pounds in the U. S.? 

—That it's a hot day and this is the 
easiest kind of an editorial to 
write? 


© nit OC a 
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THE first five making months in 
New England reached a production 
total of 55,444,000 pairs of shoes, 
which high record indicates that the 
current five months period was the 
best since 1923, with the single 
exception of last year. 

Although the total number of 
pairs of boots and shoes produced 
in this district reflected no appre 
ciable change during the period, 
there has been a definite change in 
the proportion of men’s and wo- 
men’s shoes manufactured in New 
England. The first year in which 
data for men’s and women’s shoes 
are available in 1924. In the first 
five months of that year, 35.4 per 
cent of the total production of boots 
and shoes was in women’s shoes, 
while 33.5 per cent was in men’s 
shoes. In the first five months of 
1935 the proportion of women’s 
shoes had risen to 51 per cent, while 
the proportion of men’s shoes had 
declined to 29.4 per cent of total 


production. 
* * * 


T. E. CURRY, who started an 
original Foot Health Shoe Store 
when he opened his Ground Gripper 
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store in Portland, Ore., 17 years 
ago, says: 

“T have seen 32 shoe stores open 
in my immediate vicinity in the past 
five years, but have seen only 
four go out. The city has experi- 
enced a usual normal population 
growth in that time, so I am quite 
sure that Portland is well taken care 
of as far as retail shoe stores are 
concerned.” 4 4 % 


“ 

RETAIL shoe business must be 
good in Southern California, for 
look at the way my business has 
leaped ahead this year. So far 30 
retail shoe accounts are buying just 
44 per cent more sales tickets than 
they bought this time last year. No 
one is buying sales tickets just for 
the fun of the thing or just to give 
me orders because they might like 
me.” That is the reasoning of 
Frank DeLuse, Southern California 
representative of the Standard Reg- 
ister Company of Dayton. It means 
that just 44 per cent more sales 
tickets are being purchased. 


* * * 


HERMAN DELMAN captured all 
the sartorial prizes at the Boston 
Show. He was a complete sym- 
phony in Brown from the Nut Tan 
on his face to Retriever brown in 
his shoes. The suit was a brown 
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linen and that’s the reason for this 
story. It seems that he had pur- 
chased brown linen for fashionable 
women’s footwear. So pleased was 
he with the shade and texture of 
the material, that he took several 
yards of it to his tailor and the 
result was a perfect Summer suit. 
In view of the fact that the linen 
was loomed to have the body in 
weight of a shoe fabric, it was made 
up into the one perfect linen suit, 
with nary a wrinkle. 


* * * 


|. PRITSKER, who has several wo- 
men’s popular priced shoe stores 
and concessions, right in the heart 
of things in Los Angeles, says: 
“Big department store advertising 
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has a very direct effect on the small 
stores who are in their immediate 
vicinity. For example when The 
Broadway and Bullock’s have big 
sales, then our stores have tremen- 
dous days. The same is true when 
The May Company has a big event, 
then our stores again do a real job.” 

(By the way of fully understand- 
ing Mr. Pritsker’s remark, mention 
should be made that the Broadway 
store is three blocks north of the 
May Company, with Bullock’s in 


between. ) ie at a 


Air conditioning the office, sample 
and stock rooms of the Colonial 
Tanning Company in Boston adds 
to the convenience of business and 
the comfort of all. 








The Colonial Tanning Company 
officials discovered patent leather 
has a habit of sticking when put face 
to face in hot weather. It was kept 
in perfect condition by the air cool- 
ing system. Showing samples of 
leathers to a customer in the old 
days was a process of separating the 
patent leather as much as you would 
sticky fly paper. Today’s delightful 
experience is a cool smooth surface. 

This is but the beginning of air 
conditioning back of the supply 
lines, for shoe stores generally the 
country over have been installing 
air conditioning systems. 


* * * 


JOHN N. SARVAY of Cortland, 
New York, says: 

“July is a natural part of the 
White Season, so why be anxious to 
cry Sale—Sale—Sale. Sell shoes 
in season.” 4 4 4» 


J. V. LOBELL of Cavalier, Inc., 
Baltimore, Md., says: 

“Nurses take warning. Never 
‘clean shoes with ether, chloroform, 
acids or kitchen cleansers. True, 
they may temporarily remove soil- 
ing but they will injure and destroy 
the fibres in leather and fabric; and 
trot the stitches. 
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“Shoes so abused cannot be ex- 
pected to give satisfactory service. 

“The best way to be sure of get- 
ting the right kind of polish is to 
consult your shoe merchant. He is 
more interested in your satisfaction 
than in any profit he may make on 
the polish. 

“Go to your shoe store whenever 
you need polish!” 


* * * 


BERNARD OSWELL, director of 
shoes for Fortnum and Mason, Ltd., 
London, says: “I think the ‘flat’ 
fashion in feminine footwear will 
form an important section of the 
evening mode. Probably, 20 per 
cent of the total. Flats in various 
styles, cut-outs, toeless, and T- 
straps with 1 in. heels, will be the 
newest fashions for evening wear 
this Autumn in England.” 


* * * 


JESSE F. THOMPSON of Salt 
Lake City, says: “We are going to 
try to make a little more money on 
new shoes and to take a quicker 
and sharper reduction on goods 
which need to be moved. That is 


one way of beating the too long 


stated sale periods and outguessing 
the customers who call up asking 
when the next sale is to be held.” 


* * * 


MAurICe MILLER was host to a 


number of shoe retailers at Fresh 
Meadow Country Club, Flushing, 
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Long Island on Tuesday, July 23d. 
Cars assembled at Olst Street, 
paraded up Fifth Avenue and over 
the bridge to Long Island. The 
luncheon was served prior to the 
golf tournament, with most of the 
shoe retailers and buyers participat- 
ing. It was a great get together. 
* * * 

PAULINE S. MORGAN returns 
from the West Coast following a 
criss-cross country survey of fash- 
ions and says: 








“I saw a great deal of brown, 
black and blue, and a surprising in- 
terest in the Dubonnet shade, known 
on the Color Card as Oriental Ox- 
blood. Green was represented also, 
but was less than the Dubonnet. 
Alligator was stressed both in all- 
over shoes and as a trimming on 
fabric—in brown, blue and black. 

“There is great activity among 
Los Angeles shoe manufacturers, 
with a concerted effort to establish 
California as a style source in foot- 
wear. They are making headway 
in this direction too. The film pro- 
ducers as well as the movie stars are 
waking up to the style importance 
of footwear, and [ think you will 
very soon see a lot of publicity on 
California shoes.” 


Oe 2 , 


3 -” yy 
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Shoe Manufacturer: "My own wedding, and they have to throw my competitor's shoes!" 
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Paying SALESPEOrLE 


PAYROLL is the biggest item of expense in a retail 
business. The best way to reduce the high cost of 
selling is to sell more per hour per salesperson. The 
most effective incentive for increasing sales is to make 
it possible for salespeople to earn more by selling 
more. 

Many successful stores set a monthly sales mark 
or “quota” for each salesperson and pay them a small 
commission on all sales above that amount. Others 
pay small salaries or drawing accounts and pay com- 
missions on all sales. Salaries and amounts drawn 
are deducted when commission is paid. 

Some stores figure net profits every three or six 
months and distribute a percentage to their salespeople. 
To share in the profits, employees must work in the 
store six months or longer. 

A salesperson’s pay should be determined by sales, 
rather than by the time spent in the store. For ex- 
ample, a salesperson who draws $20 a week and sells 
$300 worth of goods weekly is being paid at the rate 
of 6.7 per cent of his sales. If he were in a grocery, 
he would be getting about the average salary. But in 
the jewelry business $5 a week more would be re- 
quired to bring his salary up to average. The table 
on the next page shows percentages of salespeople’s 
earnings to sales. Suppose a shoe merchant pays a 
salesperson $25 a week. Follow the $25 column down 
to the shoe average, 9.79 per cent. Then following 
to the left you find that he should sell $250 worth of 
merchandise a week to earn the average paid in shoe 
stores. 

A table like this is a very effective argument to use 
when undeserving salespeople ask for increases in pay, 
and when sales are too low to justify the pay they are 
getting. When fixing salaries, keep in mind conditions 
in your store and community and use the percentage 
figures of your own business. 

Records should be kept of sales made each day by 
each salesperson. The average sale and the salary 


cost per sale should be figured and recorded. Only 
when such figures are available can a merchant know 
how much a salesperson is worth to him. With such 
figures he can pay his salespeople for what they sell 
instead of for the time spent in the store. 

Many small stores are now following the lead of 





By 
F. J. NICHOLS 


The National Cash Register Company 





F. J. NICHOLS 


larger department stores and chain stores in training 
their employees. In smaller stores the best plan is 
to hold meetings regularly at least month a month. 
Once a week is not too often, if not continued for 
more than eight weeks. Having a regular time for 
the sessions is important. 

Tell your employees about the history of your store. 
Teach them the importance of winning, pleasing and 
holding customers. Explain your overhead expenses. 
Tell them about net profits. Show them how waste, 
poor selling methods, discourtesy to customers, lazi- 
ness, dishonesty, mistakes, forgetfulness, and similar 
things lose trade and reduce net profit. Show them 
how these things reduce the amount that can be paid 
to them. 

People learn to do by doing. Salespeople learn to 
sell by selling—not by listening to someone tell about 
selling. The best sales training is that which affords 
each salesperson opportunity to practice better 
methods. You can use this method by arranging prac- 
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} ACCORDING 
To Their 


5 SALES 


tice sales. Have one salesperson act as a customer 
while another demonstrates how he or she sells a pair 
of shoes. After the demonstration is finished, have 
the group discuss it. Emphasize the good points and 
call attention to the mistakes. Describe a difficult 
selling situation and ask the salespeople to show how 
they would handle it. Draw out suggestions. Stimu- 
late thinking. Encourage discussions of selling meth- 
ods. Show salespeople how to suggest articles to 
customers and have them practice on each other. . 

Tell them about new merchandise and how to study 
the different kinds of goods. When you buy a new 
line, have the salesman from whom you buy sell the 
goods to your salespeople. They must be sold on the 
new goods—must know values, talking points, and 
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The salesperson who can give 

the customer accurate infor- 

mation on all the points listed 

above is in position to in- 
crease sales. 


how to handle the goods—before they can sell them 
to your customers. 
[TURN TO PAGE 32, PLEASE | 








How Much a Salesperson Should Sell 


The figures at the top of this chart represent the amount of salespeople’s weekly salaries; the figures in the left-hand col 


the 
their weekly sales. To find what per cent of his sales is paid to a salesperson as salary, locate the per cent directly below the amount of his 
weekly salary and opposite the amount of his weekly sales. 
Example: A salesperson receives $17 per week and averages $200 net sales per week. The per cent directly below $17 and opposite $200 is 
8.5%. This salesperson’s salary is, therefore, 8.5% of his weekly sales. 


Amount of Weekly Salaries 
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Let It Rain- | 
Let It SNOW, 


The New Galoshes Are Long 
on Fur and Shorter in Length 


1. The new, shorter length in a rubber 
gaiter with an improved, more durable 
sole and heel. 


2. The shorter gaiter looks gay 

and new with its fur cuff to 

soften a line that might other- 
wise be awkward. 


By 
RUTH HARRINGTON 


3. A zipper gaiter 
THAT first fur-trimmed boot that stepped across the uses simulated stitch- 
Canadian border certainly started a furor! Now ing to give novelty 
. , ; and grace of line. 
every manufacturer is featuring fur; it’s the style 
note of the 1935 season. This fur revival is partly 
due, without a doubt, to the severer Winter weather 
of the past two years. But chiefly it’s a fashion re- 
vival—just the cycle swinging round again. And 
retailers welcome it because it gives galoshes the 
appeal of something more than price. 
Fur on velvet, fur on rubber, fur on fabric. In 
the velvet, a rich brown takes its place along with 
black. In rubber, some new dull pebbly finishes 
have been developed that blend more harmoniously 
with the soft, furry trimming than the former shining 
finish. Most retailers consider the rubber boot 
trimmed with fur more practical than the velvet be- 
cause it can obviously be worn with more costumes 
and is also, equally obviously, less perishable. Fab- 
ric is more limited, but is selling well in the high 
style centers. 
These first fur-trimmed boots were extremely high 
cut—designed for real warmth in a country where 
Winter is really Winter. 1935 American versions 
of the idea are lower cut, sometimes reaching just to 
the ankle, as shown in sketches 1 and 2. And with 
skirts shorter, as they are this year, these new shorter, 
fur-trimmed galoshes look very young, piquant and 
different. 











4. An unusual design with 6. A rubber that takes its cue 
its bracelet cuff and its tip from the many tongue effects 


> : and fox effect. in shoes. 
5. A rubber designed for 7. The sandal made interesting 
; the new high cut D'Orsay through simulated, _plaided 
5 oxfords. The trimming is a stitching. 
ES waterproof suede fabric. 


i, NEG 
















== Photographed below—A group of the 
important fur-trimmed galoshes, show- 
ing velvet, rubber and fabric, with 
i. zipper laced and ghillie laced adjust- 
= | ment. Boots of the type shown on the 

| top row are often worn unfastened with 

we | the laces loose—harking back to the 
ear days of the flopping 4-buckle galosh! 


Py 


That sounds like a contradiction. 

Ps. \ It would seem that short galoshes 

. a would go with long skirts and long 

‘ galoshes with short skirts, to make 

both ends meet! But the fact is that 

low galoshes demand shorter skirts 

\ for the same reason that low heels 

\ look better when skirts are short. 

They are apt to give a squatty effect 

without some leg length to set them 
off! 

The newest of the fur-trimmed 
boots is a slip-on galosh made with- 
out any adjustment whatsoever. This 
has none of the difficulties of former 
shoes of this kind, however, because 







































it is made with a wider opening at 
the top than the all-rubber slip-on, 
and this opening is filled in and 
softened by the fur-trimming. A 
clerk can put such a boot on a cus- 
tomer without a struggle, and its sim- 
plicity in slipping on and off is an 
important feature. This slip-on ga- 
losh is not illustrated. It is too new 
to be shown, but it can be told about 
in words, if not in sketches. 
While fur-trimmed boots are the 
[TURN TO PAGE 32, PLEASE] 































FIRST 
FALL SHOE 
SHOWING 
AUGUST 19 





3] KEEP in mind, when you 
go to market, that you 
want to secure some good 
give-away items to use in stim- 
ulating children's shoe sales 
this Fall. For instance, a fairly 
good football that you can 
offer for 49¢ with every pur- 
chase of $3.00 or more. Many 
—_ have had success with 
is. 


12 REARRANGE your 

window displays today. 
Probably you have nothing new 
to show, but you can make the 
displays LOOK different, and 
you can change your display 
cards. If you're looking for an 
idea, how about another Vaca- 
tion display with some railway 
folders, road maps and lug- 
gage for “atmosphere?” 





1 AUGUST is the month 
to complete your plan- 
ning and preparation for the 
busy Fall season, so that when 
August 19, Fall Shoe Opening 
Day, arrives, you will be ready 
to "go." Start with your mail- 
ing list. Is it up to date, with 
all the dead names removed, 
the new ones added, and the 
wrong addresses corrected? 


5 KEEP your windows in- 
teresting during August. 
A greater percentage of your 
sales come from your window 
displays during the “between 
seasons’ months than at any 
other time. Change your dis- 
plays as regularly as during the 
busy seasons and try to get 
something of local interest in 
your windows when possible. 


9 TODAY'S big job is to 

prepare an ad that will 
bring in some Saturday busi- 
ness. Perhaps Wednesday's 
stock check turned up some 
numbers that you've deter- 
mined to clear and can be 
used “at a price” for Saturday 
leaders. How about a special 
on children's rubber soled can- 
vas footwear? 


13 IT is time to be get- 
ting your first Fall win- 
dow backgrounds and interior 
trim ready for August 19. If 
you can get everything ready 
this month you'll be glad later 
that you were so foresighted. 
Look over your file of window 
ideas and select one that will 
be effective, simple, and inex- 
pensive. 





THE Shoe Store 


A Working Schedule 
To Produce More Protit 


9 WHAT can you adver- 

tise tonight that will 
bring business on a hot, August 
Saturday? Have you some 
broken lines of Summer foot- 
wear that will make good "spe- 
cials?" Or how about a hosiery 
"leader?" Do not use too large 
an ad—sales possibilities do 
not justify it at this time. 


6 THIS is a good month 

to save on mail advertis- 
ing, but if you are going to 
market a letter to your cus- 
tomers, mailed from the market 
city, as suggested last month, 
will be very much worth while 
as a "build-up" to the Fall sell- 
ing season. Have you consid- 
ered it? 


10 ARE you letting all the 

profitable sales of 
white shoe cleaner go to the 
10¢ stores and the drug stores? 
They're playing this item up 
BIG now. You should have a 
table display right up front and 
it should be called to the at- 
tention of every customer who 
enters your store. 


14 CHECK your stocks 

again today, and if 
you find one number there that 
you determined last week to 
"do something" about consider 
it a reflection on you! Check- 
ing stock week after week is a 
tiresome job, but if you do it 
conscientiously it is bound to 
make you a better merchant. 
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3 IS Saturday parking a 

problem in your town? 
In many towns merchants have 
found it worth while to club 
together, secure a convenient 
vacant lot, level it off and 
place a man in charge. Park- 
ing is 10¢ an hour, but a free 
parking ticket is given with 
every purchase in any of the 
stores concerned. 


7 THIS is the day to check 

your stocks, and it is 
mighty important that you do 
it ns om It reminds you 
again of those slow sellers you 
were going to do something 
about last week. It brings to 


light the “outs” you cannot 
afford to have. 
investment down. 


It keeps your 





15 IF there are any neces. 
sary repairs to be done 
August is the time for them. 


Better survey the entire store | 


and see if anything is needed. 





IE ES 


How about the heating plant, | — 
the lights, the fixture room, the | — 


store front? Everything should 


be in shape on September |st 4 


for a busy Fall season. 
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August 


Calendar 


for Busy Merchants 


through Planned Promotion 


16 ADVERTISE your Fall 

Opening styles tonight 
for Saturday selling, playing 
them up as “Advance Fall" 
styles. It will mean extra sales 
tomorrow and it will start folks 
thinking about the coming Fall 
season. Be sure and play up 
the same styles prominently in 
the window. 


90 IN making your plans 

for Fall windows give 
your fixtures a careful check- 
up to make certain there are 
none that need repairing or 
refinishing. Do you keep your 
fixtures carefully arranged on 
shelves in a fixture room? Or 
do you stock them in any old 
dark corner, where they can get 
broken or dirty? 


94 IF you advertised 
School Shoes last night 
you, of course, followed 
through with a window display. 
A ticket good for an ice-cream 
soda at the corner drug store 
is an excellent feature to give 
away with every pair of chil- 
dren's shoes. It makes a hit 
pe the youngsters. Try it to- 
ay. 


98 CHECK stocks again 
today. Do you do a 
careful systematic job, using a 
printed or typed check list? 
That's the only way that's worth 
while. Enter on your check list 
every number in stock. Then 
your weekly check will make 
you consider every item in 
which your money is invested. 


1 FOR a Saturday sell- 

ing “stunt place two 
pairs of white shoes in the win- 
dow, one pair with extremely 
dirty white laces, one pair with 
clean new laces. Use a card 
saying, "Clean Laces Will 
Make Those White Shoes Look 
NEW Again! 20¢ A Pair — 
And We'll Put 'Em In For You! 


Come In." 


91 CHECK YOUR stocks 
,; again today. Have 
you a card showing the new 
hosiery colors? Use this in 
going through hosiery stocks, 
to guide you in eliminating 
shades that will not be good 
for Fall, and in deciding 
which of your present color 
lines you will want to re- 
order. 





99 BETTER complete your 
planning for Septem- 
ber today. Determine just how 
much you're going to spend 
for advertising and HOW it 
will be spent. Consult last 
year's records to see what you 
did in September that got re- 
sults. Make out a window sched- 
ule. Build a complete selling 
program that you can consult 
and follow day by day. 





9 LABOR DAY is one 

week from next Mon- 
day and in many _ towns 
schools will open the day fol- 
lowing. If this is true in your 
town a letter to your customer 
list today, reminding them of 
this, and urging them to bring 
the children in before next 
week's rush will help Saturday 
business. 


9 YOUR new window 

displays today must in- 
clude School Shoes, as attrac- 
tive a section of Women's Fall 
style footwear as possible, and 
a showing of new men's styles. 
Display cards should suggest 
the pos He of new footwear 
before the Labor Day holiday, 
and continue to promote foot- 
wear for folks going away to 
school, 


3 TONIGHT'S advertise- 

ment should be a big 
one, featuring new Fall Styles 
and School Shoes. It should 
emphasize that since Monday 
is a holiday, Saturday is the 
day to buy. Play up your lower 
priced numbers—and be sure 
to give hosiery a good play-up. 
_— should be a busy 
ay. 









19 TODAY is Fall Open- 

ing Day. Be sure to 
have an attractive window 
presentation of the new styles 
in footwear for early Fall. In- 
struct your salespeople to call 
the attention of customers to 
the new shoes. You may not 
sell many pairs of Fall shoes, 
the first day of the season. But 
you are building for the weeks 
ahead. 


9 AN ad_ tonight on 

School Shoes would be 
timely in addition to the ad 
you will certainly want to have 
on Fall styles. Use fairly large 
space, for the impending holi- 
day, school opening, and the 
interest in NEW styles should 
combine to make Saturday a 
good day. Advertise Fall 
hosiery too. 


97 NEXT week you should 

send out quite a pre- 
tentious mailing on Fall styles, 
and now is the time to prepare 
it. An attractive folder show- 
ing several of the new styles, 
and accompanied by a letter 
will cover the situation nicely. 
Make your letter a real SELL- 
ING letter—and don't make it 
too long! 


31 DID you go over your 

windows last night to 
make sure all the advertised 
numbers are well displayed? 
Have all salespeople suggest 
the purchase of an extra pair 
of laces with every pair of 
shoes today. Have your best 
hosiery value featured on a 
table in the front of the store. 












In last week’s issue, the RECORDER indicated some 
essential requirements for effective clearance sale news- 
paper advertising, mentioning in particular the impor- 
tance of getting away from the more or less stereotyped 
form of clearance ads, which emphasized price to the 
exclusion of other selling arguments and relied prin- 
cipally on bold type to attract attention. Pleasing 
layouts, good illustrations and convincing copy were 
shown to be fully as important in clearance advertising 
as in the regular run of newspaper ads used to carry 
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CLEVER 


And Interesting Background Treat- 

ments That Contribute to the 

Selling Power of Shoe Displays 
In or Out of Sale Season 





the store’s message of style or quality to the buying 
public. 

Practically the same principles apply, and with equal 
force, to clearance sale window displays. Here again 
many stores have followed the line of least resistance, 
on the theory, apparently, that price appeal alone was 
enough to command attention in the clearance season. 
As in the case of clearance advertising, however, the 
display which emphasizes price alone is predicated on 
the assumption that the customer is already interested 
in the shoe and has the desire to possess it. In that 
case the price argument may be enough to clinch the 
sale. But it’s scarcely ever safe to assume in these days 
that there is enough of a spontaneous demand for mer- 
chandise to make it sell by merely changing the price 
mark. Most retailers recognize that in sale season or 
out of sale season, there is always a definite selling 
job to be done. 

The old stereotyped style of sale ads and sale win- 
dows harks back to the days when shoes were a relative- 
ly standardized line of merchandise. Styles varied much 
less than today, values were more constant, and when 
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a certain shoe was shown in a window or illustrated 
in an ad, everybody who saw it had a fairly accurate 
idea of what it was worth. And since most people 
wore approximately the same styles of shoes, there 
were fewer “talking points.” Under those conditions a 
clearance sale had a much greater appeal than it has 
today. More people responded with interest when prices 
were reduced. To the extent that an article is stand- 
ardized in style, the element of price becomes a more 
important factor in its sale. 

With the introduction of a more varied assortment 

















1 AN attractive clearance window display 

used by Lord & Taylor, New York, to 

feature a group of shoes specially selected 
for the Fourth of July week-end. 


9 HIS unusual sale window by Franklin 

Simon & Co., New York, carried the 

caption "You know the early bird can save 
on a whole Summer shoe wardrobe." 


3 AUNoUE display by |. Miller, featuring 
the smart new Dubonnet color, and 
carrying an unusual degree of fashion ap- 
peal. Note the prominent place given to 
hosiery in this display. 


4 OMETHING different in the way of 
backgrounds. A window built around 

foot comfort that tied in with the installa- 
tion of air conditioning in Lane Bryant 
store, Philadelphia. 


CLEARANCE WINDOWS 














of styles and types of shoes, designed for different uses, 
purposes and costumes, the clearance sale became very 
much less powerful as a mover of merchandise. This, 
we believe, is an important principle in the merchandis- 
ing of shoes today, and comparatively few retailers 
seem to have grasped its full significance. When a shoe 
is designed to complete a certain costume, you can’t 


interest customers in it unless they wear, or expect to 
wear, a costume of that kind. When a shoe is built 
to wear for a certain purpose, you can’t sell it to people 

[TURN TO PAGE 32, PLEASE] 

















Buy and Sell 
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On Facts, Not Rumors 


Tuis is the time of the year to keep your wits about 
you. It is also the silly season of rumors and rumblings. 
Perhaps you saw in the daily press the story out of 
Washington—that chiseling was most prevalent in the 
shoe industry and that wage scales had dropped—even 
in one case “40 hours work for a $2 wage,” and fur- 
thermore, “a million pair order of shoes had been 
canceled” because of price. Midsummer madness we 
term all of these unsubstantiated rumors—not an atom 
of truth in the barrel of ink. 

Good common sense would indicate that general 
chiseling on labor is impossible and that the level of 
wages is not again to be on a coolie basis, when it’s 
almost impossible to get harvest hands for $2.50 a day 
and one state temporarily cuts off its relief roll to force 
workers into the field. It certainly is an outward sign 
that starvation wages are not prevalent there or, for that 
matter, anywhere. In fact, if the truth were told, there 
is a scarcity of skilled workers in many lines—so much 
so that the National Industrial Conference Board issued 
a bulletin to the effect. Demand for production in this 
hot torrid Summer of ours has certainly stabilized wages 
above the minimum set down by the codes in shoes. 
Other fields echo the fact that wages are being stabilized. 

Now the preposterous statement of a cancellation of 
“a million pair order.” We have not seen, in good times 
or bad, any single order of that size, unless it were 
issued by the United States Government itself. One 
million pairs of shoes is an order of such magnitude, 
that less than six concerns in America would be recipi- 
ents of such bulk business. Needless to say, the top 
six or leading 66 manufacturers are not accepting 
“rubber-check” orders on today’s rising raw stock mar- 
ket. War leather abroad has stiffened all leather prices 
everywhere. To have 1,000,000 pair cancellation 
come into the works a month before normal delivery 
date is preposterous. It is time that we as busines men 
did a bit of clear thinking—it’s time that we were not 
disturbed by unsubstantiated rumors. It is time to buy 
and sell on facts, not fancies. 

We have sensed increasing strength and stability 


By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


in shoe making and shoe distribution. Both manufac- 
turers and retailers are intensely interested in stabiliz- 
ing prices and in making orders and production more 
systematic, so as to abolish waste effort, waste time and 
waste money. Every practical economy is being used 
to give the American public the most and best for their 
money. 

The renaissance of business is here. It shows its 
common sanity in putting service before profit—well- 
conducted enterprise cannot fail to return a profit—but 
profit must and inevitably will come as a reward for 
good service. The basis of the shoe business is not 
profit alone; it is the ability to render a service in the 
right shoe, in the right colors and materials, at the 
right price. 

If the truth were known, there is actually a 
scarcity of “wanted” shoes for early Fall open- 
ings. The American public has a natural desire 
to express its new confidence by giving expres- 
sion to its new hopes and ambitions, by that most 
trustworthy emblem—possession of a new pair 
of shoes. 

We know of one organization that, by extraordinary 
business acumen, finds itself with the smallest Summer 
carry-over in its history, and finds itself short of shoes 
for Fall selling by some tens of thousands of pairs. 
In no sense do we wish the thought to go out that the 
situation is developing where, for the time being, we 
are in a seller’s market, and that the American public 
will go barefoot this Fall for the lack of shoes now in 
production. But we do believe that “wanted” shoes 
in early Fall styles and colors are needed in hundreds of 
stores throughout this country and won’t be ready for 
August 19 promotion or September 1 showing. 

[TURN TO PAGE 39, PLEASE] 
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STANDARD GOODYEAR 
WINGFOOT — world’s 
most popular, and most 
widely copied heel design. 
Non-skid cups. Neat, 
smooth-fitting. The aristo- 
crat of rubber heels 


CUSTOM GOODYEAR — 
corrugated non-skid face. 
No nail holes. A de luxe 
heel in every way for your 
finest shoes 









people 


RIBBED GQODYEAR 
WINGFOOT — neat, so- 
phisticated, modern. 
Smart streamlined rib 
design gives added style 


wil hcp yoo 


| eee merchant knows that a 
good name means a lot in 
making a shoe sale. 


For the same reason, two good 
names are better than one. 


As a proof of extra value — fea- 
ture the fact that your shoes are 
equipped with Goodyear heels 


THE GREATEST NAME 


—let the “greatest name in rub- 
ber” back up the good name on 
your shoes. 


You'll find the Goodyear heel- 
mark of distinction on four of 
the new Wingfoot heels— four 
stylish designs to fit every type 
and style of shoe. 


IN RUBBER 





WINGFOOT HEELS ano SOLES 






MORE PEOPLE WALK ON GOODYEAR WINGFOOT 


When writing advertisers please mention Boot and Shoe Recorder 





LEDGE GOODYEAR 
WINGFOOT — gives rug- 
ged service. Non-skid 
cups. Nails down fiat. 
Swagger campus style — 
popular with younger 





HEELS THAN ON ANY OTHER KIND 
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EME 


‘eae Just as the great new liner NORMANDIE is 
acknowledged supreme on the high seas, 
BUSTER BROWN SHOES hold the Blue 


Ribbon for reputation, style, and quality 
among shoes for boys and girls of all ages. 

















G236 


Scholastics”...Indies ~ 
Brown Sport Bl jucher Ox. 
ford; Brown Amazon Trim, 
Brownkrom Sole, 1% in. Rubber - 
Heel, Welt, Hosmer Last. AA 


ARABIA, 31998, 39/0, 0589 $840 Sold by high-class stores everywhere 


Wows Duos Goungainay e MANUFACTURERS e ST. LOUIS 


When writing advertisers please mention Boot and Shoe Recorder 
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TO ENLIGHTEN 


Press and Public 


OT) 


Shoe Industry Cooperation 
on Wages, Hours, Child 


Labor 


The National Boot and Shoe Manufac- 
turers Association nails as untrue the 
misleading reports that exploitation of 
labor has followed the passing of NRA. 


J. O. BALL 


Executive Vice-President, National 
Boot and Shoe Manufacturers 


Association 


Vicorous militant attitude on the part of the Na- 
tional Boot and Shoe Manufacturers Association is a 
piece of trade news this week of considerable impor- 
tance. A number of careless items have appeared in the 
daily press to the effect that wage scales were being 
materially reduced, some of the items going to the 
preposterous point of stating “40 hours of work for a 
$2 wage.” Headquarters of the National Boot and Shoe 
Manufacturers Association, indignant of these state- 
ments, asked explanation but in no case could the 
charges be authenticated. 

The National Boot and Shoe Manufacturers Associa- 
tion recognizes the necessity for maintaining the prin- 
ciples of minimum wages, maximum hours and the 
elimination of child labor as an obligation that is both 
social and economic. In the question of public and 
intertrade relations and the responsibility of industry 
to the public, the industry, through its National Asso- 
ciation, recognizes, accepts and fulfills its obligations to 
the general social structure, by making an earnest en- 
deavor to organize its workings to make for stability of 
both labor and industry. To that end the association 
sent a questionnaire to the entire shoe industry asking a 
voluntary agreement on these three major points, with 













the added stipulation that any such agreement shall be 
“without any Government supervision.” The majority 
of pair production and dollar volume shoe manufac- 
turers of the country were in favor of such a voluntary 
agreement. 

The National Boot and Shoe Manufacturers Associa- 
tion exerts its utmost energy toward safeguarding the. 
industry which it represents, and plans to answer with 
facts and figures every misstatement that is made. 

Some of the news items that have appeared represent 
either the efforts of pressure groups or of theorist 
propaganda or attempts at political interference with 
the affairs of business. A real effort is now to be made to 
enlighten the press of the country of the position of the 
industry free from Government supervision and regi- 
mentation. 

J. O. Ball, executive vice-president of the National 
Boot and Shoe Manufacturers Association, sent the fol- 
lowing letter to all press sources. General use of the 
explanation appeared in metropolitan papers following 
the day of its release. Here it is: 

“Our attention has been called to items recently ap- 
pearing in newspapers, credited to Washington dis- 
[TURN TO PAGE 56, PLEASE | 











Suggestion for front page for 


Fall Opening newspaper section or 
a folder for direct mail publicity. 


THREE short “takes,” that may make it easier to get 
the Fall Shoe Opening story into your local papers, be- 
cause they’re all ready to hand in. 

In earlier issues have appeared other practical ideas 
for putting on a cooperative opening. 

When Boot anp SHOE RECORDER sounded out the 
retail field regarding this, the second National Fall 
Shoe Opening, enthusiastic approval came pouring in. 
Yes! Yes! Yes! Go ahead! Great! Fine! We're 
with you. 

And so on Monday, Aug. 19, the eyes of the nation 
will be turned to Fall shoes. 

Kemember what national cooperation did for Feature 
shoes and sports shoes. Up! up! up! year after year. 
Here’s another chance to mold public habit. These 
short, snappy news stories, published in your local 
papers, will help: 


Footnotes of the Autumn Mode 


Colorful casual shoes accompany Fall light-weight 
woolen dresses. 

Reverse calf is the perfect complement to new smooth 
suede finish sport coatings. 





Opening 


August 9th is the day— 
and here are suggestions 
for editorials and radio an- 
nouncements for your pro- 
motion program. Other sug- 
gestions have appeared in 
previous issues. 





Brown—brown—brown—from the true dark brown to 
the lighter, brighter Bourbon and Swagger shades .. . is 
the feature color of the Fall season. 

For the new striking contrast costumes, navy, green and 
ox-blood are smart colors for accessories, including shoes 
that contrast with the suit. 

Rugged shoes for sport and tailored wear with the 
shorter, fuller skirts. Very feminine shoes to accompany 
the drapery, flowy lines of afternoon and evening fashions. 

College girls like em rough and ready—casual—for the 
campus. Kilties, ghillies, wide straps, and saddle whites. 

Week-ends, Miss Collegiate goes sophisticated — and 
wants her dress-up shoes as feminine as they come. 

Broad straps stage a strong come back—and watch for 
the smart tongues everywhere. 

Buckles? Yes—the bigger the better. They’re right in 
line with the high-riding trend in Fall shoes. 

Watch patent leather. It’s coming along as a trimming 
and for entire shoes. 

Alligator is another favorite this Fall—all-over or in 
combination. 

Kid is very good—it’s great for the new lasts and sil- 
houette. Soft and pliable, it adapts itself to draped and 
dressmaker treatments, in tune with more formal clothes. 

To see these and many other new Fall Footwear Fash- 

[TURN TO PAGE 30, PLEASE] 
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FALL SHOE 





















BOOT AND SHOE RECORDER, July 27, 


+ THIS is the MAN who made a very 


nice shoe. 





HE wanted to sell his shoe, so he put some lovely 
ads in some magazines telling smart women about 
the very nice shoe. 


THIS is the LADY who read his ad. 


SHE wanted a shoe, and this was a very nice shoe, 
. _ put on her hat and went to her local shoe 
ealer. 





THIS is the DEALER 


who had NEVER HEARD of the very 
nice shoe that the very nice lady 
wanted to buy. 





BUT HE wanted a SALE 


—and she wanted a shoe—so they got together and compro- 
mised on another very nice shoe that he had learned all about 


. in the lates? issue of BOOT and SHOE RECORDER. 


Don't neglect the people who sell your 
goods. On no other item does the 
customer take the dealer's word for 
comfort, style and durability so much as on shoes. 
Which is why many manufacturers are finding it wise 


to use BOOT and SHOE RECORDER first. 
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‘An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety” 


FOUNDED 1912 


1935 


NATIONAL SHOE 





First Step in 
Spring Style Program 


On July 11, the first step in the 
functions of the Style Conference, to 
be held September 10 at the Waldorf- 
Astoria Hotel, was made. On this day 
a meeting was held at the Textile Color 
Card Association offices to decide on 
women’s staple colors for the Spring 
and Summer, 1936. Those present 
represewing the retailers were: 

John Slater—J. & J. Slater. 

Chas. R. Thompson—Oppenheim & Col- 

lins. 

Harold Pfeiffer—Wise Shoe Co. 

F. Paul Riley—Walk-Over Shoe Shop. 

G. L. Harger—Stetson Shoe Co. 

On July 12 a similar meeting was 
held to decide on men’s colors. Those 
representing the retailers were as fol- 
lows: 

Jesse Adler—Adler Shoe Company. 

George B. Hess—N. Hess’s Sons, Balti- 

more, Md. 
H. J. Burrows—Regal Shoe Company. 


Suggestion 


As To How To Sell At Regular Prices 
and Maintain Profit Standards 


GLAMOROUS NAMES SELL GOODS 


Adapted from Nation’s Business 


Name experts are important vertebrae 
of the business backbone. Companies 
handling everything from clocks to coal 
welcome them, for a good name facilitates 
sales. 

“Anybody can mark down a tableful of 
rubbers to 39 cents and dispose of them. 
It takes sales intuition to name them 
RAINBEAUS and watch them sell at a 
profit.” 

—Rutu McInerney. 


Identified merchandise sets retailers’ 
standards and, in many instances, elim- 
inates competition. Particularly so if the 
identified merchandise is controlled solely 
by the retailer. 

—Joun J. Howpen. 


In a word, N.S.R.A. membership puts 
the individual merchant in a position to 
profit through cooperation with others in 
the industry of which he is a part. 





August 19th Is The Day 


Official Date for Opening of Fall and Winter Shoe Showings 


to the Consumer 


R ETAILERS all over the country are planning their merchandising accord- 
ingly, and will have official announcements appearing in the consumer press. 

This is as it should be—and it is also expected that these announcements 
will end all Summer sale advertisements. 


* * * 


BE CAUTIOUS! 


The peak of the “white season” according to geographic location, is 
from six to ten weeks duration. With this fact in mind, we ask what is 
the duration of the suede season in women’s shoes? It is my personal 
opinion that it starts with the Opening Showings to the consumer dated as 
AUGUST 19—and that it ends, as far as profitable merchandising goes, 


about November 1. 
* * * 


A very successful and prominent shoe retailer who handles a large volume 
informs us that six months ago he reduced 200 pairs of shoes, that just 
recently he reduced 167 pairs and that these are the only reductions that 
have been taken in his store during the past year. 

He also advises that his stock on hand was lower than a year ago—and 
that 80 per cent of his Fall purchases are on sizes for numbers that have been 
established for a year or more. 

Dollar and pair volume are up—and he has enjoyed the best maintained 
markup of any year in the history of the business. 


* * * 


The Fairchild index of retail prices shows that June was 3 per cent below 
May. This would indicate that with the passing of NRA, some took advan- 
tage of the market. 


* * * 


Department store sales for June, 1935, were up 4 per cent over June, 1934. 


* * * 


Maurice Miller of I. Miller and Son, who is in charge of the I. Miller 
retail stores, invited 52 New York retailers to luncheon and golf at the 
Fresh Meadow Golf Club on Tuesday, July 23 . . . among whom were the 
buyers of all the department stores and the head of all the more prominent 
retail establishments. 

The only matter of business that came up during the day and was dis- 
cussed at luncheon was the maintenance of price levels through the regular 
retail season and the possibility of establishing sale periods at the end of 
each season. All present seemed to be in favor of eliminating unnecessary 


sales. 
* * * 


Many shoe retailers have delayed the purchasing of Fall shoes due, 
undoubtedly, to over-stocking on white spectator and sport shoes for the 
Summer season. It is also reported that quantities of initial orders for Fall 
shoes by individual firms are being held down. 

Evidently retailers are going to resize lines and buy more often. This 
is a good omen for both retailer and manufacturer, in your Manager’s 
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| RETAILERS ASSOCIATION 


SERVICE CENTER . 
274 Madison Avenue News Bulletin 
New York, N. Y. 
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JOHN J. HOLDEN 
Manager 





On the N.S.R.A. Firing Line 








B. W. CHILDS HARRY E. FONTIUS 


Thos. S. Childs Co. Fontius Shoe Co. 
Holyoke, Mass. Denver, Colorado 
Director-Chairman of the Finance Director-3rd Vice-President of the 
Committee of N.S.R.A. N.S.R.A.—Vice-President of 


National Shoe Fair. 





> | 


GEORGE B. HESS F. PAUL RILEY 
N. Hess’ Sons, Walk-Over Shoe Shop 
Baltimore, Md. New York, N. Y. 
Director-Chairman of Men's Style Chairman, Advisory Committee on 
Committee of the N.S.R.A. Women's Styles of N.S.R.A. 


Secretary of National Shoe Fair 


Four of the younger generation who are very active and take a 
great interest in the functions of the N.S.R.A. 





opinion, as it will level off production for the manufacturers and put 
retailers on a sounder merchandising basis. 

Many retailers are undoubtedly beginning to realize that volume with- 
out profit does not pay dividends. 








The matters discussed on these pages are solely the expression of the National Shoe 
Retailers Association. 





How N.S.R.A. Helps You 


We endeavor to promote better trade re- 
lations between buyers and sellers—and to 
eliminate or control unfair trade practices. 

We act in adjusting all arbitration dis- 
putes, misunderstandings and grievances 
arising between manufacturers or whole- 
salers. By putting controversial matters in 
the hands of our Council of Arbitration, 
you are assured of having men who lead 
a life of shoes make final decisions which 
we feel they are better qualified to do than 
a court of law, where men who are not ac- 
quainted in the intricacies of the shoe 
business might be called upon to make 
decisions. 

Also taken into consideration should be 
the fact that court costs are eliminated by 


this procedure. 
“ * * 


We conduct semi-annually, Style Con- 
ferences, which are of great value to every 
retailer—since at these Conferences, style 
is prognosticated and the ground work is 
laid for the buying and merchandising 
plans of our members, and in fact set a 
precedent for the industry at large. 

* + * 


Annual Conventions are held which are 
of great importance to retailers from all 
over the country, as they give shoemen an 
opportunity to, at least once a year, look 
over the exhibits of numerous manufac- 
turers’ lines of shoes—that they would not 
see under ordinary circumstances. 

Also during these Conventions numer- 
ous open forum, business and educational 
sessions, which are of great value, are 
held. 

For the year 1936, our Association is 
holding the Convention jointly with the 
National Boot and Shoe Manufacturers 
Association. Committees from the N. S. 
R. A. and the N. B. & S. M. A. have been 
appointed, and are in direct charge of this 
function. 

* * * 


We cooperate with all City, State and 
Regional Shoe Retailers Associations—and 
with all Associations affiliated with the 
various branches of the shoe trade, on 
numerous matters of interest and im- 
portance to retailers. 

“ * & 

Membership in our Association means 
easy personal contact in meeting retailers 
everywhere throughout the United States. 
Many of our members use this contact and 
acquaintance by way of getting informa- 
tion and solving problems which come up 
in the industry. 
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Basic Colors for Spring, 1936 


New York — Eight basic colors for 
women’s shoes, seven of which are re- 
peated from previous seasons, have 
been officially adopted for Spring, 1936, 
by the joint committee of tanners, shoe 
manufacturers and retailers in collabo- 
ration with the Textile Color Card As- 
sociation, it was announced today by 
the latter organization. 

The repeated shares are: Marine 
blue, Marrona, Indies brown, Ginger 
brown, Oriental ox-blood, Chamois yel- 
low, Bourbon. 

In addition to the above, a new beige 
has been chosen as an intermediate 
shade for combination purposes. 

The selection of the above colors at 
this early date will enable the shoe and 
leather industries to prepare for their 
volume color requirements sufficiently 
far in advance of the Spring season. 

High fashion shoe colors for Spring, 
1936, will be chosen at a later meeting. 


Five new and seven repeated colors 
for men’s shoes were selected for 
Spring, 1936. 

The new colors, the names for which 
will be announced later, comprise: a 
tan of the “luggage” or “saddle” type; 
a reddish brown lighter than the well- 
known Bourbon shade, to be used for 
service and grain leathers; also the 
three following colors for sports: a 
clear medium grey; a light brown in- 
clining to a neutral cast and a dark 
navy for combination purposes. 


The repeated shades are: Spaniel 
tan, Retriever brown (for service 
leather), Greyhound (for service 


leather), Bourbon, Vintage brown (for 
combination with white), Sanwood (for 
sports shoes), Hempcord (for sports 
shoes). 

Advance swatches of the new colors 
will be sent out shortly by the Textile 
Color Card Association to its members. 





News for Fall Shoe Opening 


[CONTINUED FROM PAGE 26] 


ions, visit the Stores that are partici- 
pating in National Fall Shoe Opening, 
August 19. 


News of New Shoes 


(Town Name) Merchants Present 
Outstanding Fall Styles 


One of the first things one notices 
about the new Fall shoes is the very 
definite distinction between the tailored 
and the dressy models. 

There’s greater interest than ever 
in casual clothes and sturdy, heavy- 
looking shoes for tailored and sports- 
wear. Saddle stitchings; new welt 
treatments; substantial leather such as 
calf, reverse calf, alligator. 

Then there’s a decided swing to more 
feminine shoes for afternoon and even- 
ing to accompany the soft, flowy, 
draped lines of formal fashions. Sim- 
ple patterns, in fabrics, plain and print- 
ed suede, kid and patent leather. 

In colors, brown is outstanding. Dark 
brown for dress; lighter browns for 
sport. Navy, green and oxblood are 
other colors that fit in with the strong 
vogue of costume contrasts. 

But it would take too long to tell the 
complete style story of Autumn Shoes 
here. Besides, you can see all of them 
at the various (town name) stores 
which will participate in National Fall 
Shoe Opening, Monday, August 19. 

If you are at all interested in correct 
footwear for Fall and Winter, be sure 
to visit these stores (names). 


Choose Sturdy Looking Shoes for 


Tailored or Street Wear 


And feminine types to wear with 
more forma] costumes. 
Have you noticed how much shorter, 


fuller and freer are the new fall skirts 
for sports and tailored clothes? Quite 
a change from the straight and narrow 
silhouette we’ve had for some time. 
You’ll see that same spirit of free- 
dom and swing-along in the sturdy look- 
ing shoes to wear with these new clothes 
—that is, for tailored and sports wear. 
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Low heels, simple lines, tongues, broad 
straps, high throats—all are good be- 
cause they give correct accent to this 
new fashion of freedom. 

But what a contrast when it comes 
to afternoon and evening shoes! Soft, 
rich fabrics, falling in graceful folds 
call for finely feminine shoes. Rather 
simple in design because the “law of 
balance” tells us that when skirts are 
more complicated, shoes should be less 
complicated. 

With such marked difference between 
the two types of clothes—tailored 
clothes heavier and more casual, formal 
clothes still more formal and elegant— 
you should find greater interest than 
ever in the presentation of new Autumn 
Footwear fashions by leading (two 
name) stores for National Fall Shoe 
Opening, August 19. 





H. S. Schwartz, Inc., Opens 
New Store 


LonG BRANCH, N. J. — Harold S. 
Schwartz, Inc., of Asbury Park, N. J., 
has opened a new store in Long Branch, 
N. J. The new store bears the same 
name as the Asbury Park store, 
“Berkeley’s.” Saul Katz, manager of 
the new store, is featuring the Nunn- 
Bush line for the men, the Enna-Jet- 
tick line for women, and the Buster 
Brown line for children, besides a style 
line of shoes for the modern miss. 

The front of the new store is finished 
in black and chromium and the inside 
of the store is finished with bamboo 
wood and a black trim. 











Fifty Years Progress in Shoes 


Sports shoes of today and fifty years ago are compared by Stanley Heald, presi- 
dent of the Stetson Shoe Company, Inc., of South Weymouth, at Stetson exhibit 
in Copley-Plaza, held in connection with sixteenth annual Boston Shoe Fair. Stetson, 
manufacturer of high-class shoes since 1885, is celebrating its golden anniversary. 
Latest black and white design shows how styles have changed since brass-studded 


tan shoe was popular half-century ago. 
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A SUCCESSFUL SHOE STORE 
Modernized for modern business. 


That sentence sums up in a few words the answers 
retail merchants all over the country are giving to 
the question “does modernizing pay?” 


The National Retail Dry Goods Association reports 
that over 76% of its member stores are engaging in 
or will undertake a modernization program this year, 
with a projected expenditure of nearly eight million 
dollars. 


Numerous cases of store improvements that have 
produced increases in business ranging from 25 to 
50 per cent have been reported to the Federal Hous- 
ing Administration. Under the terms of the amend- 
ment to the National Housing Act, credit up to 
$50,000 may now be obtained from approved finan- 
cial institutions for this type of work. 


, GRAND RAPIDS STORE + 
* EQUIPMENT COMPANY 


Main Offices 
Grand Rapids, 


Branch Offices and Representatives in Principal Cities | city State 


and Factories: 
Michigan 
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the expense was mote than juste ied 


“Modernize for modern business.” Keep abreast of 
these swiftly moving times and insure your getting 
your share of the billions that will be spent over the 
counters of retail stores the coming year. 


But be sure when you undertake such an important 
program that you follow the leaders in American 
retail business, and employ the facilities of this 
nation-wide organization in the matters of your store 
planning and equipment. 


No obligation is incurred when you call us in for 
consultation. There is a Grand Rapids representa- 
tive near you who will gladly call at your request. 
Send coupon today for further information on our 
planning service and equipment. 





MAIL THIS COUPON TODAY 
B-7 





Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 


Name Address 
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who never indulge in the sort of ac- 
tivities that call for it. Cut the price 
in half and your chance of selling it is 
still confined to that clientele who can 
use that sort of a shoe. Therefore shoe 
sales, as such, are not as effective as 
they used to be in stimulating a broad 
interest on the part of customers. If 
sales are to be made more effective it is 
necessary to put something more than 
price appeal into their promotion. 

If we observe the promotional poli- 
cies of department stores in this re- 
spect, we will note that very many of 
them, instead of running department- 
wide clearances on all their shoes, now 
follow the practice of taking a certain 
group, when it becomes necessary to 
reduce the stock or clear away broken 
sizes, and featuring a special sale on 
that particular group of shoes. In that 
way they are appealing to the particu- 
lar limited group of people who will be 
interested in the particular group of 
shoes. They reduce stocks and clear 
away odds and ends on one group of 
shoes at a time, without demoralizing 
the profit margins of the entire depart- 
ment while the sale is in progress. 

Regardless of whether this method is 
pursued or not, it is still- essential to 
make sale merchandise attractive in the 
eyes of customers in order to sell it in 
a volume sufficient to make the sale a 
success. Attractive ads and attractive 
windows, with backgrounds that are 
distinctive and merchandise arrange- 
ments that are pleasing to the eye tend 
to make your shoes desirable in the 
eyes of the people. Experience of suc- 
cessful stores proves abundantly that 
merchandise can be sold by showing it 
off to good advantage in windows, or by 
playing it up attractively in newspaper 
advertising. So it’s well worth the ex- 
pense and effort to try and make your 
sale windows and your sale advertising 
just as attractive as the displays and 
publicity you use at other times of the 
year. 

Retailers should always remember 
that every advertisement and every 
window display carries its own visible 
impression of the character that stands 
behind the business and the kind of 
merchandise that is sold. Just as a let- 
ter head carries with it something of 
the character of the house that uses it, 
so do your ads and windows convey to 
the public of your community a distinct 
and tangible idea of the kind of mer- 
chant you are and the sort of business 
you are trying to operate. You can ill 
afford to be careless or negligent about 
these visible symbols of your business, 
either in regular selling seasons or in 
sale seasons. 

You cannot always measure the ex- 
tent to which an effective merchandise 
display in a window can help your busi- 
ness. Direct returns provide an imper- 
fect barometer, for the window that 
catches the attention of a person today 
may provide the initial impulse that 


Clever Clearance Windows 


[CONTINUED FROM PAGE 21] 


will lead to a sale six months from now 
and eventually add a permanent cus- 
tomer to your list. 

A reputation for good -windows and 
good displays is one of the best assets 
a store can have. We know from our 
own habits that most of us like to look 
at the window of certain stores. We 
find them interesting and we form a 
habit of stopping and looking them over 
as we pass that particular store. At 
first we may not know why, but there’s 
something there that attracts us. And 
eventually it’s more than likely that we 
will buy something we have seen in the 
window. To make your windows so 
distinctive that people will form a habit 
of stopping and looking at them calls 
for painstaking attention to every dis- 
play, plus real thought and considerable 
hard work. Often it may mean spend- 
ing a little more of this month’s profits 
to build next month’s business. If the 
results justify the efforts and the ex- 
penditure, who will deny that both were 
good investments? 





Let It Rain—Let It Snow 
[CONTINUED FROM PAGE 17] 


new feature of the season, they are by 
far no means the whole story. Their ap- 
peal is largely to the younger or more 
fashion-minded women. And plenty of 
fashion-conscious customers, as well as 
plenty of conservative ones, just don’t 
like fur. So for them the simpler rub- 
ber gaiter continues. The use of stitch- 
ing details, as shown in sketch No. 3, 
and the tendency to shorten the length 
as illustrated by No. 4, are two new 
points in this type of gaiter. 

A number of interesting new rubbers 
and sandals are on the market. No. 5 
shows the reflection of the D’Orsay cut 
in a rubber; No. 6 the Colonial sugges- 
tion; while in No. 7 the sandal is taken 
out of the staple class by its effective 
use of simulated stitching. 

Lower heels in both galoshes and rub- 
bers are much more in demand than 
last year. The importance of low- 
heeled shoes has had its effect. And, as 
one merchant points out, it’s a doubly 
good idea for a store to stock low heels 
in rubber footwear. He can fit his 
smart customers smartly in their low 
heels with these low-heeled lasts. He 
can also sell a low-heeled galosh or rub- 
ber for any higher height of shoe heel 
pinch if his stocks run low. 





Visits St. Louis 


Boston, Mass.—Kivie Kaplan of the 
Colonial Tanning Company left Boston 
by plane on July 15, bound for St. Louis, 
where he planned to spend a week or 
two calling on the trade with Troy 
Tankersley, the Colonial representative 
in that district. 
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Paying Salespeople 
According to Their Sales 
[CONTINUED FROM PAGE 15] 


Convince your employees that you 
are interested in them—in their suc- 
cess, in their happiness—and you will 
be surprised how much more interested 
they will be in you and in “Our Store.” 

Encourage your people to read trade 
papers and books about the goods your 
store sells. Read these yourself and 
mark with a red pencil the things you 
consider most important. Then pass 
them around and ask those who read 
to tell you what they think. 





Occupies Larger Store 


END, OKLA—Dr. Johnson’s Foot 
Clinic, outstanding foot comfort shop in 
this community, has moved into a new 
and larger store, 222 North Indepen- 
dence, ground floor, Bass Building. 

The moving was marked with a gala 
celebration, since Dr. Johnson is widely 
acquainted in Enid and the surrounding 
country, and has long been established 
in his field. On opening day the local 
radio station presented an interview 
with Dr. Johnson. The Enid Eagle and 
News published a full page of con- 
gratulatory advertisements, as well as a 
large advertisement of Dr. Johnson’s. 
The opening night was devoted to re- 
ceiving old friends. Flowers were 
presented to the ladies. Dr. Johnson 
carries Ground Gripper, Cantilever, 
Physical Culture and Foot Glove Shoes, 
all products of Orthopedic Shoes, Inc. 





William F. Hynes 


PROVIDENCE, R. I.—William F. Hynes, 
for nine years manager of the Arch Pre- 
server Shoe Store here, died suddenly at 
Narragansett Pier where he had gone 
for a brief vacation. Mr. Hynes had 
left the shoe store presumably in the 


“best of -health, and his sudden death 


came as a shock to his many friends in 
this state. 

Mr. Hynes was manager of the Arch 
Preserver Shoe Store when it was op- 
erated as a separate unit, and has been 
manager of the business since it was 
moved to the Sullivan Company, a high- 
grade men’s shoe store, and the union 
with Arch Preserver gave the store a 
high-grade women’s line. 

William Giblin, assistant manager of 
the Arch Preserver department is in 
charge temporarily. 





A. G. Brown Goes to Florida 


INDIANAPOLIS, IND. — Arthur G. 
Brown, of the Marott Shoe Shop, has 
gone to St. Petersburg, Fla., for an in- 
definite time. Mr. Brown recently had 
a slight attack of influenza, and at the 
time was considered not serious. He 
suffered a relapse which affected his 
nerves and general condition and was 
ordered by his physician to take an ex- 
tended rest. He left for the South the 
latter part of the week. 
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ABOUT IT / 


Any shoe 1S é 6 etter shoe Note uniform thickness of this stack of soles. 


See the smooth edges. No loose fibers here. 
Good shoemaking and safe retailing is advanced 


with Bench Brand lea t her out soles by use of Kistler BENCH BRAND sole leather. 
“If I were a shoe dealer” said a business man recently, “I would 
see that my men’s shoes carried your outsoles with the same identi- 
fied by your BENCH BRAND mark. By doing that I would improve 
my shoes and get an element into them which would give me valu- 
able advertising and selling power at the cost only of my orders to 
the manufacturer.” 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 

has the serviceable, moisture-resisting, easy-on-the-feet qualities 
necessary to enable one to get the utmost from that idea. Nothing 
is added to BENCH BRAND sole leather to influence weight or thick- 
ness. A ten iron sole means ten irons of thoroughly tanned leather, 
specially selected stock, representing but 13% of the whole side. 
Following that plan with our product you can create a bulwark to 
your business. 


KI 3) 
Netty 
~ THIS CHART REPRESENTS A 
SIDE OF LEATHER. THE PART 
USED FOF KISTLER “BENCH 
BRAND" SOLES I$ ABOUT 13% 
¢ A OF THE WHOLE SIDE. 


FOUNDED - 1840 


Wid | | | [ ]-319 A+ STREET» BOSTON - MASS: | | IIf 
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look for this stamp 
on all shoes made 
on “Down to the 
Wood” lasts. 
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Ordinary insole 


Last designed for 
use WIth e/ther 
type of insole 


Saddle insole 








The last shown above is made to accommodate both 






ordinary and saddle types of innersoles. 






Shoes made on “Down to the Wood” lasts are snug 





at the shank and give the wearer the very desirable 






advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 







Manufacturers can procure these lasts or have their 





present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 
pany operates these 
modern factories in 
eve dm ‘iu eight important terri- | orewane cranes co. 
ne ee tories. Its facilities for eee e 
style and service are 
constantly available 
to the shoe manufac- 


turing industry. 


UNITED LAST CO. AN [P KRENTLER BROS. CO, 


BROCKTON, MASS. ST. LOUIS, MO. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


UNITED LAST CO., LTD. EMPIRE LAST WORKS 
MONTREAL, P. Q. ROCHESTER, N. Y. 
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LET EXPERTS SOLVE 


your 


Floor Covering 


Problems 


For MORE than fifty years the Mohawk 
Carpet Mills has been weaving high quality, 
beautiful, durable floor coverings. On the 
basis of this vast experience, we believe 
that this organization is better equipped 
than any other to aid in solving commer- 
cial floor covering problems. 

Men, thoroughly trained in floor cover- 
ing technique, are available to cooperate 
with you and your architect in finding 
the most attractive and economical solu- 
tion to any floor covering problem you 
have. There is no charge for this service. 

Wire collect for a representative of the 
Mohawk Advisory Service. He will make 
available to you floor coverings beautiful 
in pattern, hardy and durable, and highly 


attractive in price. 


MOHAWK 
CARPET MILLS 


General Sales Office: 
295 FIFTH AVENUE, NEW YORK 
Regional Sales Offices: Atlanta Boston Chicago Dallas 


Denver Des Moines Detroit High Point Los Angeles 
Philadelphia San Francisco Seattle St. Louis 


1935, Mohawk Carpet Millis, Inc. 
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Practical Training 
for 


Shoe Salesmen 


By 
ERLE L. CONNOR 


Connor's Brownbilt Shoe Store, Waco, Texas 


[CONTINUED FROM LAST WEEK’S ISSUE | 


In our store, as in all family shoe stores, every man 
of necessity is expected to do an equally good job in 
all departments. Sometimes a man who is good in 
selling women’s shoes will be a washout on the men’s 
side, while someone who can sell both men’s and 
women’s, will detest selling children’s shoes. One can 
appreciate our particular problem when he realizes 
that at one time or another every man on the floor is 
needed in one department. Sometimes it is the women’s, 
or again on a Saturday morning it is more apt to be the 
children’s. So if the family shoe store has salesmen 
who are not trained to take care of all departments, 
the result is a weakness in the selling staff, in some 
one vital section. 

With all of the foregoing in mind, it was decided 
best to get the right type of young men who possessed 
the necessary characteristics, then train them to sell 
shoes to anyone who might come in the front door. In 
order to do this job properly, we found it was much 
better to select a man who had never sold a pair of shoes. 
Then we would not have the extra problem of teaching 
him all over again. In other words, he would not have 
to unlearn all that he had previously known relative to 
shoe selling. It would be far easier for him to grasp the 
necessary fundamentals, as we desired to educate him 
“our” way. 

Men between the ages of eighteen and twenty-two 
provided our best raw material. At that stage of life a 
fellow is usually more ambitious, ready to learn and 
more apt to retain that which he gets. In several cases, 
college students who were working their way were used 
to good advantage. Three of these men were taking 
Business Administration, so were able to get real prac- 
tical experience which combined schooling with work 
to the joint advantage of the store and themselves. 

The most necessary requirement demanded of these 
men was ambition and the desire to better themselves as 
well as the store. It was impressed on them that their 
progress would depend upon what they learned and to 
what extent they used that knowledge in actual ex- 
perience. They were impressed with the necessity of 
looking to the future in order to see themselves several 
years hence in this or some other enterprise. This made 
them realize that their engagement with us would, to a 
great extent, influence their future. 

Next in importance is the question of physical char- 
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acteristics. This is more important than it would seem 
at first. Men who were of medium height, slender build 
and who were agile on their feet were selected. A good 
family background was important because of the neces- 
sity of a likable personality. These men had to have 
natural poise, they had to be able to meet people and 
enjoy the companionship of them. With these charac- 
teristics lacking, it would be hard indeed to adapt the 
individual to the situations encountered in a family 
shoe store where one must please mothers, grand- 
mothers, kiddies, school girls, business men, politicians, 
etc. 

The naturalness of the individual is never taken away 
from him, neither has any attempt been made to change 
his native characteristics. What has been done is to 
develop and perfect his individuality. 

The breaking in of a man is of great importance, 
just as it is with a fine automobile. After showing him 
ithe store and acquainting him with the organization, he 
is then placed at the door to greet customers with a 
smile, and seat them. In this way, he is started out 
in the most important phase of selling, that of meeting 
the public. After about a week of that, along with 
leisure time activities such as becoming acquainted 
with stock and styles and sizes, he is given same in- 
tensive training on the hows, whys and wherefores of 
shoe fitting. After that, he is allowed to practice on 
some of his friends, properly supervised, of course. 
These activities are continued for several weeks until 
he is qualified to take his turn with the customers under 
the close watch of another man. 

Outside contacts are just as important in the educa- 
tion of a salesman as are his duties in the store. This 
consists of meeting people, making new acquaintances, 
getting his friends into the store and associating him- 
self in the minds of the people that he meets as being 
a part of the store organization, without openly solicit- 
ing business. 

The young man who is in training is urged to get 
himself connected with some group. We have at the 
present time representatives in Rotary, Junior Chamber 
of Commerce, DeMolay, Scouts, as well as church or- 
ganizations. The reason for this is that joining some 
representative organization is a means of making more 
contacts and more friends and in every case, connecting 
the individual with the store. 

Behind all of this is the thought that we are en- 
deavoring to establish an institution which will be 
known throughout the community as a place where 
shoes are sold in a friendly manner, as against a mere 
place where shoes can be bought for a price. 

And, if that high intent has been successful to even 
a small extent, it has been because we imbued the in- 
dividual salesman with that purpose in the beginning. 

In summing up, I can say with confidence, that the 
men here, when their training has been completed to 
our standards, are able to cope with almost any situa- 
tion, and to meet effectively any type, color, age or 
kind of customer, to the satisfaction of all concerned. 
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FOR A 
BIGGER * BETTER 
FALL SEASON 
USE 







PROTECTED BY AMERICAN Shoes AND FOREIGN PATENTS 


A NEW MODEL BY 
P. W. MINOR & SONS, INC. 


Fairy Forms are the best sales agent a mer- 
chant can use. 

You'll never attract customers into your store 
by displaying shoes in the windows that are 
unshapely, and give the appearance of being 
ill-fitting. 

Display them all on Fairy Forms. Bring out 
the style and beauty of every shoe and you'll 
find that there will be a minimum of that 
sales resistance on the part of the customer. 


There is a Fairy Form in all the popular 
colors for every type of shoe. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


Northampton Paris Frankfort 
England France Germany 
Melbourne, Australia Mexico City, Mexico 








































“Me swappum these. Me want 
those shoes, for my squaw 
papoose like-um heap much.” 


“Of course she does. They’re made 
up in Surpass Blue and Brown as 
well as Surpass Black Glazed hid.“ 


Surpass BROWN and Surpass BLUE Glazed Kid offer the 
shoe retailer and the shoe manufacturer alike a leather 
that makes customers, and whose sales appeal is backed 
by a quality that keeps those customers satisfied. Tanned 
with the experience and skill developed in our half century's 
production of Glazed Kid, the leather's strength of char- 
acter, tight, even grain, and soft, silky, pliability are set 
off by the up-to-the-minute, fashion-wise shades of the 
BROWN (color No. 41) and BLUE (color No. 13) in a way 
that constitutes a real achievement. Like Surpass Black 
Glazed Kid (that is still our standard), Surpass Brown and 
Surpass Blue are made to improve with beauty in the 
finished shoe. 


SURPASS 


BROWN (4) 


AND 


BLUE 























%@ Shoe Manufacturer 


% Shoe Retailer 


as well as BLACK 
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Potter's to Be Ultra Modern 


CINCINNATI, On10—Ever alert and responsive to mod- 
ern modes and manners, the Potter Shoe Co. is revamp- 
ing its store front to conform to the very latest concep- 
tion of modern shoe store design. 

Although Potter’s are just a little over a year in 





Design for new store front, Potter Shoe Co., Cincinnati 


their new location, facing the historic Tyler Davidson 
Fountain, and a new front was constructed at that time, 
the consistent striving to forge ahead is evident in the 
change now under construction. 

Stainless aluminum blocks are to replace the present 
black tiles at the front of the six-floor Potter Building 
and workmen are at present engaged in the task of 
transforming the store to reflect the latest ideas. 

Another phase in the remodeling process of Potter’s 
is the fact that the present show windows are to be 
lowered in height so that the most effective method of 
displaying footwear may be utilized. 





New Shoe Stores in 
San Pedro 


San Pepro, Catir.—Two new modern type shoe 
stores have been opened here. 

The Star Bootery at 371 West 6th Street, the main 
business street of the city, is a family store featuring 
style merchandise in popular prices and belongs to A. 
Schwimmer, formerly buyer for the basement depart- 
ment in the May Company’s department store in Cleve- 
land. Mr. Schwimmer is widely known among shoe men 
throughout America. His brother, J. Schwimmer, also 
from Cleveland, is employed in the store here. The 
place of business is approximately 18 by 90 feet in 
dimensions, is done in modern shades of tan and buff 
with taupe carpeting. The chairs, 24 in number, are 
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upholstered in red leather and are of the individual 
church pew type. 

Rurk’s, Inc., located at 441 West 6th Street, is owned 
by Joe Burkowitz of Los Angeles, a man also well known 
among southern California shoe men. This store is 
also done in shades of tan and buff with carpeting in 
taupe. The chairs are upholstered in brown leather. 
A shop effect has been sought since the dimensions are 
only 15 by 40 feet. Women’s and misses’ style shoes 
in popular prices are featured. The manager is G. C. 
Woodlan formerly with the Alcovitz Shoe Corpora- 
tion in the Long Beach store belonging to that company 
known as The Western Shoe Market. This store was 
installed by Charley LaVine, Los Angeles shoe man, 
and operated by him a few weeks only as the El-Nor 
shoe store. 

Two local shoe stores have recently undergone exten- 
sive improvements and modernization. These include 
Al Murray’s Bootery, 375 West 6th Street, family shoe 
store, where 30 new modern type chairs with fitting 
stools have been installed. The chairs are the tubular 
frame, chromium plated variety with green leather 
upholstering. Complete redecoration and window mod- 
ernization will take place within the next few weeks 
before the opening of Fall merchandise. 

Harold’s Bootery, 381 West 6th Street, has a com- 
pletely new children’s department in a segregated area 
at the back of the store. Regular fairy tale decorative 
motifs have been used. The room is 20 feet square. 
B. Harold Frankel, owner, states that he is going more 
and more into children’s shoes and finds it a good field. 


Buy and Sell on Facts 


[CONTINUED FROM PAGE 22] 


There is no question but that there are adequate pro- 
duction facilities, but in the sclection of shoes from par- 
ticular factories, the quotas of production are above 
normal right now. Remember we are still operating 
on the idea of a feast and a famine—planless production 
and planless distribution—plenty of shoes to open a 
season to let it fade, and then flush again—the inevitable 
weakness of enthusiasm followed by remorse. 

Continued pressure on selling at retail will make 
this Fall and Winter a better season than at any time 
during the depression, because the natural forces of 
recovery are particularly strong. But all industry will 
not come back equally strong, nor equally soon. Other 
trades may have larger profits and bigger opportunities 
for the upswing. 

The shoe industry doesn’t do much “wailing at the 
wall,” but sticks to its fitting stool in day-by-day move- 
ment of shoes on to the public’s feet. 

We have an opportunity to put the shoe industry on 
a firm solid basis of service, knowing full well that if 
we keep our fitting sticks busy, and our prices within 
reach of the American purse, we will make good progress 


ahead. 
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RE YOUR 
WORK SHOES GIVING 
SATISFACTORY SERVICE 


Now is the time to grade-up 
with “Original Chippewas.”’ Continued improv- 
ing conditions permit the working man to spend 
more money for necessities, and he is looking 
for better quality and value. Hold your custom- 
ers and add new ones with Work Shoes that give 
service, fit, and comfort. An “Original Chip- 
pewa’”’ section will enable you to fill these re- 
quirements. Our in-stock department assures 
you of quick delivery and complete satisfaction. 


210D — Choc. W. P. Welt. 
Plain toe, grain gusset, out- 
side counter pocket, steel 
stud hooks, leather lined 
vamp, grain insole, steel 
arch, roll top band, full doub- 
le soles, leather heel. Last 9, 
in stock EE width, sizes 6-11. 


IN STOCK 


4104—Choc. Elk Welt. Plain 
toe, white stitching, half 
grain gusset, cloth lined 
vamp, nickel hooks, grain in- 
sole, steel arch, inside lea. 
top band, double soles with 
Rawcord outsole, Rawcord 
heel. Last 36, in stock E 
width, sizes 6-11. 


Catalog and 
full particulars 
on request 
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CHIPPEWA SHOE MANUFACTURING COMPANY 


CHIPPEWA FALLS WISCONSIN 
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Father and grandfather have to be taken care of 
too, but the bulk of your sales in men’s shoes are to 
YOUNG MEN and so let’s show them a shoe this fall 
that is DESIGNED FOR YOUNG MEN. Shoes made 
with the new— 


BARBOUR PRE-STITCHED STORMWELT 

















are typically young men’s shoes. The ornamental row 
of heavy stitching on the face of the welt rib gives a 
custom effect and a decidedly novel touch that will os 
appeal to every young man that comes into your store = 
for fall and winter shoes. reg; 
Most of the style leaders among the manufacturers of = 
men’s shoes have samples to show you. i pons 
Ask to see what YOUR MANUFACTURER has to offer, and 
made with es 
BARBOUR PRE-STITCHED STORMWELT aa 
Manufactured by Shoe 
mer 
BARBOUR WELTING COMPANY tion 
BROCKTON, MASS. se 
“F 
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WHAT'S DOING IN THE SHOE TRADE 


Page 41 


NATIONAL NEWS 





To Restrain “Selling of Price” 


N.S.R.A. Endorses Early Fall Opening and Suggests December 30 
Dating for Winter Shoe Clearances 





New YorK.—Manager John J. 
Holden, of the National Shoe Retailers 
Association, last week issued a state- 
ment setting forth some of the reasons 
why, in the judgment of the N.S.R.A., 
it is to the advantage of shoe retailers 





JOHN J. HOLDEN 


Manager, National Shoe Retailers’ 
Association 


generally to hold their Fall openings 
beginning August 19. At the same time, 
Mr. Holden asked state and local asso- 
ciations to sound out their members 
regarding a December 30 dating for 
clearances of Fall and Winter merchan- 
dise. The statement, copies of which 
were sent to N.S.R.A. directors, presi- 
dents and secretaries of regional, state 
and local associations, and to other 
trade organizations, stylists, etc., was 
as follows: 

“There are a number of good reasons 
why, in the opinion of the National 
Shoe Retailers Association, it is a wise 
merchandising policy to launch Fall 
shoe selling early, and why the Associa- 
tion has given its endorsement to the 
movement for a nationwide Fall shoe 
opening August 19. 

“Experience of a number of the ap- 


parel trades has demonstrated, over a 
period of years, that volume can be 
stimulated and profits increased by pre- 
senting Autumn merchandise to the 
public at an earlier date than was cus- 
tomary under the retail practice of 
former years. There is something in 
the psychology of Summer that tends 
to slow the pace of business, notwith- 
standing the best efforts of manage- 
ment and salespeople to throw off the 
mental and physical lethargy that ac- 
companies the warm weather season. 
This seems particularly true of the 
month of August—for by that time 
clearance sales have lost the edge that 
sharpened the public’s appetite for mer- 
chandise at a saving, and there is 
nothing more dull, drab or depressing 
than a sale when stocks have become 
depleted and customers have lost inter- 
est. 
[TURN TO PAGE 52, PLEASE] 





DATES TO REMEMBER 


Buffalo Shoe Retailers Association Annual 
Outing, Orioles Patrol Home..... Aug. 14 

Spring Styles Conference, National Shoe 
Retailers Association, Waldorf Astoria 
bfaten I Vi... 6 decesicee cts Sept. 9, 10 


National Leather Opening, Tanners’ Coun- 
cil of America, Waldorf Astoria Hotel, 
| Deere enn: Sept. 9, 10 
New York State Shoe Retailers Associa- 
tion Convention, Onondaga Hotel. 
Syracuse ............... Sept. 22, 23, 24 
National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 
Jan. 6, 7, 8, 9, 1936 
Michigan Retail Shoe Dealers Association 
Convention, Detroit ..Jan. 12-13-14, 1936 
Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 





Skeptical of Reports on 
"Chiseling’" and Cancellations 


WASHINGTON, D. C.—While he was 
unwilling to make a flat denial, pend- 
ing receipt of a report from the group 
which has been surveying the boot and 
shoe industry, Acting Administrator 
James L. O’Neill doubts the accuracy 
of published reports that the industry 
has permitted the principles of code 
government to collapse. 

Newspaper reports of greatly in- 
creased hours and reduced pay, as well 
as the rumor that jobbers have 
canceled orders for more than a million 
pairs of shoes, were brought to the 
attention of Acting Administrator 
O’Neill by Boot AND SHOE RECORDER. 
The NRA chief was frankly skeptical 
of their correctness. He admitted his 
acquaintance with the workings of the 
industry was not sufficiently thorough 
to permit of enlightened discussion of 
the details, but he said co-workers in 
the administration have conveyed to 
him the thought that the boot and shoe 
industry is in much better shape, with 
reference to code principle adherence, 
than are many other lines of business 
and industry. 

The skeleton recovery administration 
has not yet perfected its organization 
as a business surveying institution and 
the responsibility for issuance of press 
matter has not been finally fixed. How- 
ever, every source permitted to speak 
for the administration was queried and 
none would admit responsibility for the 
statements disparaging the boot and 
shoe industry. 

Rev. Francis Haas, through whose 
office field reports on this industry 
would be filed, denied knowledge of 
serious deviations from the regulations 
which prevailed under the code. He 
agreed that, if such conditions existed 
within the knowledge of NRA repre- 
sentatives, they would be_ speedily 
transmitted to him. Father Haas was 
unable to absolve the shoe industry, or 
any other industry, from the charge 
of “chiseling,” nor was he able to 
produce any evidence of improper prac- 
tices. It is, he explained, a situation 
in which he is without information. 
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Winner of Convention Honors 
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Andrew Sellar 


The above illustration shows the Andrew Geller afternoon shoe which won the first 
award recently at the California Shoe Retailers Association convention at the Biltmore 
Hotel in Los Angeles. The shoe is a smartly designed step-in, with high collar and a 
Chinese ornament, or an initial beautifully placed. 

The judging committee was composed of Mrs. Walter P. Story, Mrs. Clyde Burr, Mrs. 
Leonard Harbach, Jr., society women of Los Angeles, Miss Talla Birrell, motion picture 
actress, and Miss Enid Parrish, Columbia Pictures Fashion Authority. 
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Buffalo Shoe Men to 


Hold Outing 


BuFFaALo, N. Y.—The Buffalo Shoe 
Retailers Association will hold its 26th 
annual outing Wednesday, August 14, 
at the Orioles Patrol Home, Buffalo. 

The Buffalo Shoe Travelers and the 
Shoe Retailers will have their annual 
baseball game at this outing. Besides 
the baseball game there will be a quoit 
contest and other events, including 
music and dancing. At 6 o’clock there 
will be a floor show which promises to 
be very entertaining. 

Harry S. Deters is the committee 
chairman, with Edward Schellerman in 
charge of refreshments, Benjamin 
Etkin, chairman of sports, George Sei- 
fert, chairman of prizes, George Schaet- 
zer. heads the ticket committee, and 
Edward Lauck is in charge of the floor 
show. 


West Coast Managers Meet 


SAN FrRANcISco—Following the high- 
ly suecessful New York and Chicago 
meetings of the store managers in the 
Orthopedic Shoe Stores Company chain, 
a meeting was held here recently at 
the Palace Hotel. Managers from stores 
in the Pacific Coast area were called 
to San Francisco to participate. The 
meeting was concerned with the O. S. I. 
Standard Sales Procedure, the duties of 
a selling manager, and other topics re- 
lated to selling. 

Walter Foley, president of the Stores 


Company, flew from New York to 
preside. Others who attended were: W. 
O. Pryor, western sales manager for 
Orthopedic Shoes, Inc.; O. A. Wilson, 
Pacific Coast district manager; R. Mc- 
Crady, Oakland; R. E. Bierce, Sacra- 
mento; L. B. Anderson, Fresno; G. 
Darroch, and Mr. Erwin, San Francis- 
co; Mr. Tease, Oakland. 

George W. S. Reed, western advertis- 
ing manager for Orthopedic Shoes, Inc., 
presented the company’s motion picture. 
“Why Don’t You Sell More Shoes,” 
with special comments. Another fea- 
ture of the meeting was the fashion 
presentation devised by Mrs. Helen 


Kozak, stylist for Orthopedic Shoes,f~ 


Inc, 
The store managers and personnel 


left the meeting highly enthusiastic)” 
with much valuable material which is} 
expected to aid them to increase their} 


business. 


Doyle With Arthur 
Fisher Shoe Co. 


Boston, Mass.—Robert F. Doyle, on} 


of the best known commercial traveling 
shoe salesmen in the country has allie(| 
himself with the Arthur Fisher Sho 
Company of Randolph, Mass., makers ¢/ 
men’s shoes. 

Very few boys traveling through tht) 
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country are better known or better like/ 
than “Bob” Doyle. For many years ht 
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has been on the road making a hos 
of friends as he travels his general ter| 
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To Clear Up a Question 
of Price 


On page-23 of the June 22 issue of 
BooT AND SHOE RECORDER appeared an 
illustration of a window display by 
Bloomingdale Brothers, New “York, 
showing a group of Naturalizer Shoes. 
The photograph included a window 
show card on which a price figure 
“$5.00” was discernible. The remainder 
of the reading on the card, which was 
not visible in the halftone illustration, 
was as follows: 

“Entire Stock, One Week Only—Nat- 
uralizer Shoes in White and Brown and 
White—$5.00, Regularly $6.50—Better 
Shoes, Third Floor.” 

The manufacturer of Naturalizer 
shoes feels that the publication of this 
photograph may have led to some pos- 
sible misunderstanding of its price pol- 
icy, and wishes to emphasize the fact 
that the shoes were being featured in a 
special sale by the store on its own 
responsibility, the regular retail price 
being $6.50. 


Air Conditioning to Control 
Patent Leather Making 


Boston, Mass.—The air conditioning 
and air cooling plant which was recent- 
ly installed for the Colonial Tanning 
Company by General Electric has now 
been in operation for some time and has 
given wonderful results in maintaining 
a cool, uniform, dry temperature during 
the hot, humid weather of the past few 
weeks. 

The principal objective in having this 
system installed was to eliminate the 
patent leather sticking together during 
the hot Summer months, as this particu- 
lar difficulty has been a real source of 
trouble for patent leather tanners in 
the past. Word received from the 
Colonial Tanning Company would indi- 
cate that the new air conditioning sys- 
tem has exceeded all expectations in 
this respect. 

This is the first air conditioning and 
air cooling plant to be installed in the 
leather district in Boston, and all are 
cordially invited by the Colonial Tan- 
ning Company to call and look over the 
plant and enjoy its benefits. 


Growing Demand for 
Better Shoes 


SAN ANTONIO, TEX.—As an indica- 
tion of the upward trend in the shoe 
business there are now five stores fea- 
turing women’s style shoes over the 
$10 mark against three a year ago. 
This shows a desire on the part of San 
Antonio women for better shoes. Those 
stores which are carrying the better 
grades report a sharp increase in sales. 
They are Guarantee Shoe Company, 
Frank Brothers, Katz department in 
Joske Brothers, Hesselson department 
in Wolff-Marx and the Wohl depart- 
ment in Frost Brothers. 
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YOU CAN SELL ‘EM 
QUICKER” 


WITH 


panco 9 VANE YTS neens 


Just tell your customers that Sta-Tite is the heel that will 
wear nearly twice as long—that cannot work loose and gap 
at the edges—that is 100% resilient rubber from the tread 
to the thin wire mesh nail anchorage in the base. Tell him 
Sta-Tites are the most nearly perfect rubber heels on the 
market. That’s a story that will sell him quick—and as he 
wears them he will prove you told the truth. 


PANTHER PANCO CO. cuetsea, mass. 





PATENT NO. 
1,998,988 
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MRS. DAY’S IDEAL BABY SHOES 
infants’ Seft Seles.. 6-3 
latermediates ...... 1-5 
Flexible Hard Seles 2-6 
Sond for In-Btook 
Cateleg. 








MRS. DAY'S IDEAL BABY 
SHOE CO. 


Leeust St. Danvers, Mass. 














Fine Stores in Fresno 


FRESNO, CAL.—One of the finest and 
most modern shoe stores in California 
has been opened by Luther Neal under 
the business name of Neal & White in 
one of the most central locations on 
Fulton Street. 

Mr. Neal formerly operated six 
stores throughout the city but is now 
centering on one premier store. 

One of the most elaborately fur- 
nished and artistically lighted business 
places in the city, the store occupies 
three floors. The basement is used as 
the stock room and the receiving room 
and the upper story for offices and spe- 
cial services, while all direct selling is 
done on the street floor. A remarkably 
attractive feature is the gracefully 
curving walls, the recessed shelving 
and the rich hangings which give the 
hosiery department and other special 
departments a semi-segregation. The 
curving lines of the walls practically 
eliminate all sharp corners. Ten sales- 
men are employed regularly. 

Formerly associated with Mr. Neal 
was Lee Cuthberth, another widely 
known retail shoe man of central Cali- 
fornia. 

The new store is the second major 
shoe store to open in splendid new 
quarters this Spring, The Reliable Shoe 
Store, operated by Jake Mittenthal, 
having moved into a.new home this 
Spring. This store also occupies three 
floors. with the.popular price lines in 
the big basement store. This store is 
said to be the largest in point of floor 
space between Los Angeles and San 
Francisco. 


oa 


What's New 


Heels Attached by Adhesive 


Progress rushes on and William H. 
Bresnahan invents a machine to attach 
wood heels, which makes possible a 
permanent firm attachment by the use 
of air pressure and cement, rather 
than the use of a screw to hold the 
heels, while the shoe is in process. 





WILLIAM H. BRESNAHAN 


¢ A human interest slant is the fact 
that William H. Bresnahan’s father 
was the original inventor of the ma- 
chine that has been in use for many 
years in the attachment of wood heels. 
The pioneer Bresnahan invented a 
method whereby wood heels were tem- 
porarily attached, inserting a screw 
through the last and down through the 
rear portion of the heel. This method 
was necessary to hold the heel tempor- 
arily in place until the last was finally 
pulled in the packing room and the heel 
permanently nailed on. The inserting 
of a screw through the last and into the 
heel required that the rear portion of 
the last be drilled with a small hole to 
permit the entrance of the screw. It 
was frequently the cause of cracking 
and splitting the heel. 

Mr. Bresnahan’s new method makes it 
possible for the heels to have the dowels 
extended the full length of the heel, thus 
practically doing away with breakage. 
Air pressure and adhesives are applied 
to attach the heels, which according to 
the previous method had been attached 
by the screw through the last and 
heel. This machine has a revolving 
arm in the center of the table so 
that three operators can perform these 
operations. No. 1 temporarily attaches 
the heel by the use of hot adhesive and 
air pressure. The circular table turns 
and the second operator smooths the 
joint where heel meets sole, and cements 
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the sole flap. Again the table turns and 
the third operator rolls the flap up the 
breast of the heel and removes the shoe 
from the machine. 

This new method allows for the ex- 
tension of the steel shank-piece right 
through the back part of the heel, and 
this, of course, makes the shoe much 
more firm and rigid. Previously the 
steel shanks had to be cut short to 
avoid contact with the long screw which 
was used and which by the new method 
is done away with. 

Mr. Bresnahan is chairman of the 
board of the Compo Shoe Machinery 
Corporation, and inventor of most of 
the machinery used in that method of 
construction. He personally exhibited 
the machine at the Boston Shoe Fair 
and demonstrated its use. 


New Shoe Sinse bdes 


St. Louis, Mo.—A. J. Brauer, presi- 
dent of the B. & W. Shoe Machinery 
Company of St. Louis, Mo., promotes a 
new shoe construction to provide flexi- 


BAK-EZE for Men 


~ BAK-EZE for — . J 


‘% 


/ / 


bility in the back of the shoe. It is the 
growth and development of an idea of 
a flexible instep throat in pumps, of 
which over a half million pairs have 
been produced. 

The patented idea is called the “Bak- 
Eze” to relieve the strain and cutting 
at the back of the heel. The flexibility 
of the new idea in shoemaking facili- 
tates putting on a shoe, keeps the top 
line tight, eliminates cutting at the 
back and increases the wear, appear- 
ance and satisfaction in both men’s and 
women’s footwear. 





Employ Unusual Sales Methods 


SAN ANTONIO, TEX. — Two men 
long associated with the Dr. Scholl 
outfit, decided to give up traveling and 
start their own store, so the 
Health Shoppe, of which H. Goebel 
and C. W. Nobiling are the proud pro- 
prietors, came into being. These thor- 
oughly trained men are operating very 
successfully. Because of their back- 
ground, they are able to go out and 
contact doctors as well as to do a lot 
of work with the local veterans’ hos- 
pitals. 

Giving lectures on physical educa- 
tion to advanced students in high 
schools worked out to good advantage. 
These partners believe that the gen- 
eral increase in shoes having health 
features makes the proposition of sell- 
ing them fairly simple, if the store has 
the right presentation. The good work 
that they are doing is being reflected 
in the fact that people are buying more 
than one pair at a sitting and are 
buying better grades. 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in meking 
errors of entry. if he follows the guide 
written in every-day language. 
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The Most Complete Record 


ef Finances in the Most Convenient Form 


CONSISTING OF: 
Complete Bookkeeping 
Guide— 
Daily Records— 
Departmental Records— 
Comparative Statement of 
Income— ‘, 
Daily Record of Salesmen— 
Comparative Trial Balance— 
Cloth board loose leaf binder. 


$IQ-30 compere 


Postage Prepaid 


(Check with order, please) 
Unless C.0.D. shipment 
is preferr 





Merchants Service Dept. 
Boot and Shoe Recorder 
209 South State Street 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 


The 
the least chanee of confusion or error. 


least entries—the least work — 















Sales DAILY— Receipts 

Sales Compar- Disbursements NEW GOVERN- 
son 7 becienenndll Itemized Over- oo 

Cost of Sales j MONTHLY head penn a 

Returns FIGURES Net Earnings COUNTING 

USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC. Peon sails 

ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY ’ 

DETAIL. REFILLS IN 

ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 








| <—ea MAIL THIS TODAY 





Chicago, Ill. 

—Please send me the FINANCIAL RECORD, 
for which find check enclosed for $10.50. 

—Please send me sample sheets for inspection. 


Name 
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MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, III. 
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Riding Boots 


JUSTIN BOOTS 


A COMPLETE LINE STYLE: 
STOCK AND CUsTOM MADEN 


Riding, Cowboy and Lace Boots 
Write for Catalog X 
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28 Goodhue St., Salem, Mass. 








Moves to Larger Quarters 


DAYTON, OHI0O—The M. W. Locke 
Exclusive Shoe Store, located for sev- 
eral years at 239 N. Main Street, has 
moved to new quarters at 128 W. First 
Street, just west of Van Cleve Hotel, 
opposite the Loretto Guild. It is the 
largest exclusive M. W. Locke shoe 
store in Ohio since its expansion. All 
fitting is under the supervision of Dr. 
A. L. McGowan. Shoes are sold only 
by certified and registered fitters with 
a degree in orthopedemy from the 
Lockwedge Shoe Corporation of Amer- 
ica. 


E. C. Fulghum With Lucey 


MIDDLEBORO, Mass.—The John E. 
Lucey Shoe Company, well known man- 
ufacturers of men’s smart shoes, an- 
nounces that E. C. Fulghum is now 
carrying the Lucey line in North and 
South Carolina, in the former of which 
states he has his home. Mr. Fulghum, 
generally known as “Judge,” has been a 
successful salesman of shoes for several 
years, having been connected at various 
times with both the Brockton Shoe Mfg. 
Co., and the Brockton Co-Operative 
Boot and Shoe Company. 








Reinhart Heads Los Angeles 
Shoe Factory 


Los ANGELES, CAL.—Ed Reinhart, 
known to the shoe industry from coast 
to coast, is the new president and gen- 
eral manager of Edwin Reinhart Shoe- 
makers, Inc., 3773-75 S. Broadway 
Place, the new organization succeeding 
Witten Shoe Company, which was 
headed by A. H. Wittenberg. 





EDWIN REINHART 


President and General Manager, 
Edwin Reinhart Shoemakers, Inc. 


All details of the new set-up have 
been completed. Mr. Reinhart had been 
acting as general manager of the Wit- 
ten Shoe Company since last August 
and as president of the new company 
he will continue in active executive 
direction of the firm’s activities. 

Mr. Reinhart came to Los Angeles 
from St. Louis, where he was a sales- 
man for the Valley Shoe Corporation. 
Prior to that he had been with Morgan 
Grossman, Inc., Brooklyn, N. Y., and 
with other nationally known shoe manu- 
facturers. He has seen service in every 
department of the industry from styling 
to selling and has had his turn both 
at back room and front room detail 
work. 

In taking over this plant Mr. Rein- 
hart finds his company in possession of 
one of the best equipped and most mod- 
ern shoe factories on the West coast. 
The original company began operations 
less than a year and a half ago produc- 
ing a line of high style shoes for women. 
The policy along this line will be con- 
tinued but the output of the factory 
will be increased from 300 to 750 pairs 
per day as soon as the wheels get to 
revolving at full speed. 
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“Our shoes are being made to retail 
at prices ranging in the main from 
$7.50 to $10,” says Mr. Reinhart, “but 
of course we shall have special numbers 
running up to $15. We aim at variety 
and believe it not good policy to have 
all your eggs in one basket. Our line 
will be complete. Our patterns will 
be novel and smart. We hope to make 
the line so outstanding as to command 
instant attention from buyers through- 
out the West. We have a complete out- 
fit here and will make all our own pat- 
terns and do our own designing and 
styling. 

“We believe Los Angeles offers a 
good field for us. The overhead result- 
ing from rentals and heating is low and 
the absence of slushy weather works 
to our advantage.” 

C. B. Mason continues with the new 
organization as traveling salesman and 
will cover the United States from Den- 
ver West. Mr. Reinhart will himself 
act as sales representative in Los 
Angeles proper. 

Approximately 75 people will be em- 
ployed when the factory is running at 
capacity. The factory is housed in a 
modern well lighted building conveni- 
ently close to the main business district 
and yet far enough out to get away 
from heavy traffic congestion. 





Colt-Cromwell Co., 
Inc., Expanding 


Los ANGELES—Jack London, Sr., and 
Jack London, Jr., who for the past 12 
years have been associated with the 
Gunnerson Shoe Co., are now on the 
Colt-Cromwell Co., Inc., Los Angeles 
Branch staff. 

All of the trade south of Los Angeles, 
port cities included, comprise the ter- 
ritories they will cover. 

Martin Lee has left for the East to 
line up the types of footwear Mr. Lon- 
don recommended to add to the line, 
so as to meet with the requirements of 
the Londons in their respective terri- 
tories. 

In a short while, the Colt-Cromwell 
Co., Los Angeles branch, will move to 
larger quarters and a more convenient 
location than their present one. It was 
seven years ago this month that 
Marty Lee organized the Los Angeles 
Stock Branch. Also, further announce- 
ment will be made concerning the fac- 
tory recently purchased by the Colt- 
Cromwell Co., Inc., wherein all of the 
men’s dress shoes will be made, includ- 
ing men’s and women’s riding boots. 





Sales Increase 


San FRancisco, CALIF.—The Som- 
mer & Kaufmann shoe department in 
the Roos store is showing a very hand- 
some sales increase this year according 
to Manager R. J. Grossman. A nice 
volume in sport and tailored types has 
done much in adding to the gains. 
Plenty of exceptional advertising, plus 
happy style selections, gave the depart- 
ment a fine standing in the community. 
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At Ease or at Attention, Kangaroo shoes are real 
men’s shoes—on the job every minute with what’s 
wanted. You can’t beat them! Kangaroo is 17% 
stronger, weight for weight, than any other leather used 
in shoes. At the same time it is light, soft and pliable, as 
easy and comfortable on the feet as fine kid. And 
Kangaroo’s small, tight grain takes a polish brilliant 
enough for dress wear. No wonder shoe dealers every- 
where find men’s street and dress shoes of genuine 


Kangaroo a steady-selling, consistently profitable line! 
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KANGAROO AMERICA 


Surpass Leather Co. Philadelphia, Pa. 
Richard Young Co. New York, N. Y. 


Ziegel Eisman Co. - Boston, Mass. 
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QUICK PROFIT ITEM - 50 


SIMPLEX SHOE TREES 2° «i 
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A Gentle Squeeze 
Inserts or Removes 


WRITE FOR 
UNIQUE 
SALES PLAN 
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Women's Shoes 
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HAND TURNED 
re. FOOTWEAR v 
IN STOCK 
Ne. 156 Black 
Kid $2.35 v 


v VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
Fire Damages Chicago Store 

CHIcAGO—The Feltman and Curme 
shoe store, located at 134 N. State 
Street, was badly damaged by fire on 
Saturday, July 13. The fire was caused 
either by a short circuit in the wiring 
or as a result of a bulb explosion. It 
started in the window and almost im- 
mediately the entire store was filled 
with smoke. At the time it started 
there were about fifty customers in 
the store, and fortunately all got out 
without suffering injuries. 

This store was completely remodeled 
two months ago and the real estate 
damage is estimated to be about $6,000. 
The damage to the stock has not been 
determined as yet. It is expected to 
take about two weeks to remodel the 
store before it will be able to reopen for 
business. The store is managed by 
Wayne Smith. 


Shoe Shop Sold 


PULLMAN, WASH.—Britt’s Shoe Shop 
in the Bancorporation Building, this 
city, has recently been bought by Ar- 
thur Duynslager, who plans to make 
this one of the best equipped stores of 
the section. Coming recently from 
Spokane, where he was in the shoe 
business, Mr. Duynslager is pleased 
with conditions in this college city. He 
served an apprenticeship in the in- 
dustry in Belgium, Holland, France and 
England. 















Features "Obvious Values" 


OAKLAND, CALIF. — According to 
A. W. Shiverts, shoe buyer for the 
Rocsils Store, one way of merchandis- 
ing a popular-priced stock in an effort 
to combat the chain store is to have 
planned sales of obvious values. If 
these are worked right, some good re- 
sults will come from them. 

By this he means that instead of 
selling left overs during a sale, he 
plans a sale out a month in advance 
by buying in heart sizes of special 
purchases which may be sold at a profit 
during the sale. 

Mr. Shiverts does not particularly 
like sales, but he points out that the 
public is trained for sales, especially 
in his grades, so by planning store sales 
for 30 to 60 days in advance, just as 
one plans for the normal business of 
a store, the sale can be made to bring 
business and profits. 





Quits Shoes for Insurance 


ATLANTA, GA.—J. G. Sullivan, for- 
merly with the men’s shoe department 
of the George Muse Clothing Company, 
has resigned to accept a position with 
the Prudential Life Insurance Com- 
pany. Marshall Walker, formerly on 
the road for the E, E. Taylor Company, 
is now with the Muse’s men’s shoe de- 
partment. 





Jack Goggin Resigns 


St. Lours—Jack Goggin, advertising 
manager and findings buyer of the 
Milius Shoe Company, St. Louis, re- 
signed his position the early part of 
this month. Mr. Goggin states he isn’t 
ready to announce his plans for the fu- 
ture. However, it is rumored he has 
in mind starting a shoe factory in the 
St. Louis district. 

During the past three years with 
Milius, Jack has chalked up a fine 
record for himself. He was largely in- 
strumental in developing a_ sizeable 
stock department. 





SALES RECORD "GITS" 


Atlanta, Ga.—R. T. Boswell, with the Davis 
and McLarty Shoe Company, in the Peach- 
tree Arcade Building, has, among his exten- 
sive list of customers, the colored maid in 
one of the fashionable Druid Hills households 
in Atlanta. 

Recently the family went away on a short 
vacation, and took the maid with them. And 
the other day Mr. Boswell received from her 
the following letter: 

"Dear 

"Is you got shoes like | got? 
git!" 

Mr. Boswell, thanks to a well-kept customer 
size record, was able to produce and mail the 
shoes. 

All of which is just another example of the 
value of accurate size records, which will 
enable the salesman to fit and please a 
customer as easily out of town as if she 
were visiting the store. 


ir-— 


If you ain't. 
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Big City Windows for 
Small Town Store 


Covina, CAL.—Covina is the smallest 
incorporated city in America in point 
of acreage. It is exactly one mile 
square and most of that square mile is 
occupied with orange trees, the resi- 
dential area showing about one home 
to every 10 acres. 

John Hodgkinson, proprietor of the 
only exclusive shoe store in the town, 
operating under the name of The Qual- 
ity Shoe Store at 119 N. Citrus Ave- 
nue, insists on having ‘windows equal 
to the best in a big city. 

To this end Mr. Hodgkinson employs 
as his window trimmer the same man 
who does the windows for Gude’s in 
Los Angeles, the latter store being one 
of the largest and finest in the world! 
John Schulte, professional window 
trimmer, is the man who does the 
work. 

“We have always sold only quality 
merchandise here in spite of the fact 
that we have the smallest incorporated 
city in the United States,” says Mr. 
Hodgkinson, “and the way to present 
quality merchandise effectively is to 
use only quality windows. Nunn-Busch 
shoes for men and Queen Quality for 
women are our leaders right now. I 
am not boasting about making a for- 
tune here at all but I do say that in 
seven years I have grabbed every dis- 
count and do not borrow from banks. 

“There is no sense in sloppy win- 
dows even in a small city. The win- 
dows are the eyes of the store and I 
see no reason for a store suffering 
chronically from sore eyes or cata- 
racts! 

“Our windows are changed com- 
pletely by the professional trimmer 
every two weeks and in between times 
I do some work at changing certain 
items myself as occasion arises. We do 
not hesitate to use imported English 
wallpapers, classy panels, and other 
marks of big city sophistication in our 
windows. I claim such advertising is 
the most economical possible.” 

Mr. Hodgkinson is a man of world- 
wide experience. He grew to manhood 
in England, was for several years ir 
business in South Africa, has lived ii. 
Australia and for a number of years 
was the proprietor of a ranch in New 
Zealand. He knows people and appar- 
ently knows how to appeal to them in 
a merchandising way. 


Shoe Store Moves 


ORLANDO, FLA.—Sealey’s Shoe De- 
partment has been moved from Daniel’s 
Haberdashery to Otis More Men’s 
Wear Shop at 142 N. Orange Avenue. 
Theodore Sealey has been in the shoe 
business in Orlando for the past 12 
years and his new location is an im- 
provement over any of the past. He 
handles such well-known lines as Smith 
Smart Shoes, Walter Booth and Crosby 
Square. 
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1101 Genuine Silver kid 
1497 Patent Leather 

4127 Black Faille 2. 
4129 White Faille 2.00 
4 last, full round toe, 10/8 block heel 


AA to C Widths 


INCREASE YOUR PROFITS, SPEED 24 last, full round tee 11/8 block 2.00 
AA to C Widths UP YOUR TURNOVER, BY USING "AA to © Widths 
Above all carried in high heels AAA/C. OUR FAST IN-STOCK SERVICE Above all carried in high heels 


{ Blk. Faille, 2 silv. ball str.. 2.35 
3 Wh. Faille, 2 silv. ball str... 2.35 
545 Blk. Faille, 2 gold ball str... 2.5 
547 Wh. Faille, 2 gold ball str... 2.50 


APBBBBBVIAAD 





AAA/C 


Terms 2% 10 days, Net 30, F. O. B. Factory f lete Fall Bulletin 
(25¢ Service Charge On Orders Less Than 3 Pairs) Send for New, Complete Fa ” 


HANNAHSON’'S, Haverhill, Massachusetts 
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COULON-LA FRANCHE MANAGEMENT 
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combining every- 
thing in appoint- 
ments, conve- 
niences and luxu- 
ries that a modern 
structure could 
offer — with a ser- 
vice that exempli- 
fies Philadelphia's 
famed hospitality. 


on 
BENJAMIN FRANKLIN 


PHILADELPHIA 
LARGEST UNIT IN UNITED HOTELS CHAIN 
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Chain Store Efficiency 


to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, III. 


tlt i a —_— 














i i i 





















8 8 sh 


Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Cataleg 
A Padded ie 
Tan and Black, 
6-12 D. 
81.26 






L. B. EVANS’ SON CO. 
Wakefield, Mass. 


222233333339 








Late Deliveries Feared 


New York, N. Y.—Frank J. Flood, 
New York representative of Brauer 
Bros. Shoe Co., returned from the Bos- 
ton Shoe Fair convinced that many mer- 
chants are going to have a hard time 
getting deliveries on their Fall shoes. 

While reports from his many western 
friends, he said, convince him that ad- 
vance orders were placed early in that 
part of the country, the same condition 
does not hold true in the East where 
some merchants are mistakenly holding 
off. Mr. Flood was a member of the 
shoe travelers’ ball team which went 
down to defeat at the hands of the buy- 
ers at Gloucester on the first day of 
the fair; but he, himself, made a three- 
bagger his first time at bat. 


Best White Shoe 
Season in ‘Frisco 


SAN FRANCISCO, CALIF.—San Fran- 
cisco, the only town in the entire United 
States where women wear fur coats on 
the street in comfort during June, July 
and August, is experiencing the best 
white shoe season ever known. The 
city has been slow to accept sports ideas 
in shoes and clothing until this season. 
As a rule whites start to sell in Febru- 
ary, then a slump of a few weeks fol- 
lowed by a little action around Easter 
and later if the weather moderates. 

Merchants are doing what they can 
to promote the sale of white and “white 
and” shoes for the Spring months, as 
they fully realize all white business is 
plus trade, if it can be had at not too 
great a cost. 

In comparing the number of smart 
street, afternoon and evening shoes 
sold here with other cities, San Fran- 















CHARLOTTE, N. C.—The newly re- 
modeled and enlarged Cinderella Shop 
at 203 North Tryon Street, Charlotte, 
is now one of the most attractive slip- 
per shops in the South. 

Visitors describe this store as one 
of the most beautiful they have seen. 
The enlarged store has room for a stock 
of 4600 pairs of shoes. Two circular 
mirrors add to the attractiveness of the 
decorative scheme. The wood-work is 
in birdseye maple and seats for cus- 
tomers are of blue, the same color as 
that of the woodwork specially built 
for the local store. An indirect light- 
ing system has been installed with red, 
white, and blue lights which may be 
used in any one of three watt powers. 
The floor is inlaid linoleum in modern- 
istic design. Visitors are attracted by 
the handsome store front with its 
artistically arranged windows. The 
name of the store is displayed in brass 
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and bronze signs, along with a large 
Neon sign across the front. 

J. B. Liles, a native of Raleigh, N. C., 
is manager of the Charlotte store. C. 
W. Smith is assistant manager, and a 
competent staff serve the needs of cus- 
tomers. Mr. Liles has been at the gen- 
eral office in Asheville, N. C., to select 
the new Fall patterns. Cinderella car- 
ries the most exclusive patterns at the 
modern price of $2.95 to $6. 

Mrs. Helen Jackson, who is in charge 
of women’s bags and hosiery, the latter 
line being one of the largest stocks 
carried in this kind of shop, has built 
up a successful trade in hosiery and is: 
being complimented by her following in 
this department on the wonderful lines. 
she is carrying for their selection. 

The Cinderella company is a southern 
institution with 22 stores. The com- 
pany has been doing business in the 
Carolinas for 25 years and in Charlotte 
for the past 10 years. 





cisco still stands at the very top in 
volume and quality. 

Men are passive as regards shoes or 
sports clothes. A pair of black shoes 
and an occasional active sport shoe 
covers the usual need. Even the stores 
selling shoes require shoe salesmen to 
wear plain dark clothes and plain black 
shoes during the Summer. 


Movie to Advertise Solka 


PORTLAND, ME.— The Brown Com- 
pany of this city, manufacturers of the 
well-known Solka base, from which are 
made many different articles of mer- 
chandise, including Onco innersoles, has 
had made a complete motion picture 
showing manufacturing processes from 
the timberlands to the Brown Company 
factory; and from there into the fac- 
tories of other manufacturing com- 
panies who use this base material in 
towels, curtains, rugs, women’s hats, 
luggage and other consumer goods. The 
first showing of this two-part film was 
at the Hotel Statler in Boston during 
the Boston Shoe Fair. Copies are to 
be given to salesmen in a short time and 
it is expected that this novel advertis- 
ing will blanket the country. 








Serving the Customer 


Los ANGELES, CALIF.—“We formerly 
thought it was smart business to clean 
out all our men’s white shoes in July 
in order to get a good stock turn,” 
said M. Kalsman of Silverwood’s. 
“Now we have changed. We are 
not working on turn over, but are 
operating to make customers and 
money for the house. 

“We believe that a man who walks 
into this shoe department in October 
or January for a pair of white shoes 
should be shown at least two numbers: 
in which he may be fitted, regardless 
of what size he may wear. We know 
we do not make money selling white 
shoes in January, but we also know 
we make customers, even though we 
purposely carry over 500 pairs of 
white bucks.” 





Granite State Gains 


MANCHESTER, N. H.—New Hamp- 
shire now has 56 shoe firms, and they 
made 9,700,000 pairs of shoes the first 
four months of this year, an increase 
of more than 1,000,000 pairs over the 
output for the like period of last year. 
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for Fall. Feature Tweedies oe 
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also available. Tweedie 
Footwear Corporation, 
Jefferson City, Mo., 
Shoemakers since 1974. 
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To Restrain “Selling of Price’ 


[CONTINUED FROM PAGE 41] 


“By mid-August a new impulse is 
needed to stimulate customers to buy— 
and salespeople to put forth their best 
selling efforts. It is difficult to provide 
that stimulus unless we can spread out 
before our customers merchandise that 
offers something new and different in 
the way of style appeal and general use 
and utility. Obviously it is only in Fall 
shoes that we can find this new interest 
to whet the appetites of customers and 
develop new enthusiasm among sales- 
people. Fall Openings should be the 
major promotions at this time, and by 
showing attractive styles for the new 
season retailers can often attract the 
interest of their customers sufficiently 
to establish their product in the minds 
of prospective customers for later pur- 
chases, if not immediate buys. 

“The important point to remember is 
that the Fall Opening has immense pos- 
sibilities in the way of publicity and 
promotion, and it is through publicity 
that customers are attracted into stores. 
The publicity value of the event is very 
greatly increased where the merchants 
of a community unite in a cooperative 
Fall Opening. In this way the volume 
of advertising appearing in the news- 
papers is much greater and in many in- 
stances will be sufficient to warrant a 
special shoe section in the newspaper, 
with some form of editorial presenta- 
tion on the part of the paper itself. 

“We might mention here that the 
shoe advertiser has not been getting 
his rightful share of editorial and style 
announcement space that is his just 
due. Demand more free space and in 
many cases it is yours for the asking. 
Massed publicity of this character com- 
pels the attention of newspaper readers 
and helps to make the public Fall shoe 
conscious, which is one of the important 
objectives. 


“The early Fall Opening has a profit 
significance, aside from its publicity 
value. There is no money to be made 
in prolonging a midsummer sale after 
August 15. By selling Fall shoes it is 
possible to put a larger percentage of 
sales back in the normal profit column 
and make a better showing for the 
month. 

“Perhaps the biggest single advan- 
tage of an early Fall Opening is that 
it gets people thinking of Fall shoes 
and puts them in the mood to buy at an 
earlier date. It is not unusual in many 
parts of the country to experience what 
is known as a Late Fall, when warm 
Summer weather continues well into 
September. Under those conditions Fall 
business is delayed, and, unless properly 
promoted, as few people will buy Sum- 
mer footwear so late, the stores experi- 
ence a period of dullness. 

“Educating consumers to think in 
terms of Fall shoes earlier, just as they 
have been taught to think of Fall hats, 
and buy them, regardless of weather, 
helps to get Fall business under way 
and keep it moving, even when weather 
conditions are uncertain. It provides 
the certainty of a planned seasonal dat- 
ing in place of the uncertainties of 
weather, which nobody can control. 


“CONFER WITH YOUR NEIGHBOR 
MERCHANT! 

“Don’t plan the ‘selling of price,’ 
clearances or sales of 1935 Fall and 
Winter merchandise until the week be- 
ginning December 30. 

“SELL MERCHANDISE DURING 
THE SEASON 
“NOT PRICE! 
“DATE YOUR FALL SALE SEASON 
DECEMBER 30.” 





Walter M. Beers Moves Store 


Emaus, Pa.—Walter M. Beers, well- 
known shoe man, formerly with A. S. 
Beck Co. of Allentown, Pa., has moved 
his store from Allentown, Pa., to a 
newer and larger store at 344 Main 
Street, Emaus, Pa. In his new store 
Mr. Beers hopes to do a business com- 
mensurate with his newer and larger 
quarters. 

Mr. Beers is a graduate of the Na- 
tional School of Ortopraxy. 


H. M. Alcorn With 


Hannahsons 


HAVERHILL, Mass.—H. M. Alcorn of 
Peoria, Ill., has recently joined the 
force of the Hannahsons Shoe Company 
salesmen, selling their popular line of 
sandals in southern Illinois, Kentucky 
and Tennessee. 

Mr. Alcorn is well known to the trade 
in these states. He is a hard worker 





and is expected soon to be a leader on 


the Hannahsons’ selling force. He ex- 
pects to add many new accounts to the 
large list of accounts who are already 
buying their sandals from this concern. 

There are many new and attractive 
models in the Hannahsons’ evening slip- 
per line at popular prices. 





Opens New Store 


Detroit, MicH.—Frank Fukalek, 
veteran Dearborn shoe store operator, 
has opened a new store at 22079 West 
Michigan Avenue, in Dearborn, west 
side suburb of Detroit. His father 
opened a store in this same spot 30 
years ago. The store was closed for a 
few months while the building was 


torn down and a new structure erected, 


but business is now recovered from 
this closing, Fukalek reported. 

The new store is the most modern 
shoe store in West Dearborn, and is 
designed with a deep, narrow layout 
with open shelving. Mrs. Fukalek as- 
sists her husband with the operation of 
the store. 
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Canadian Shoe Men 
at Boston Fair 


Boston.—Shoemen from across the 
border were well represented at the 
recent Boston Fair and they were all 
enthusiastic about it. Among those 
noted here, were the following: 


A. A. Adams Macfarlane & Lefaivre 
Ltd., Montreal, Quebec; Louis Adel- 
stein, retailer, Montreal, Quebec; Art 
Bentley, United Last Company Ltd., 
Montreal, Quebec; Lucien Blondeau, 
Children’s Shoe Mfg. Co. Ltd, Quebec 
City, Quebec; E. Blondeau, Children’s 


Shoe Mfg. Co. Ltd., Quebec City, 
Quebec; Frank Brouilard, Murray 
Shoe Co. Ltd., London, Ontario; Joe 


Brunet, Eagle Shoe Co. Ltd., Montreal, 
Quebec; W. E. Campbell, John Ritchie 
Co. Ltd., Quebec City, Quebec; Tom 
Clifford, Scroggins Shoe Co, Ltd., Galt, 
Ontario; J. M. Corbeil, Brittany Shoe 
Store, Montreal, Quebec; R. Cété, Eagle 
Shoe Co. Ltd., Montreal, Quebec; M. 
Denil, New York Shoe Store, Toronto, 
Ontario; Theo. Desrocher, Canadian 
Leather Co. Ltd. & The Atlas Tack 
Corp. in Canada, Montreal, Quebec; 
John D. Dower, Dower Brothers Ltd., 
Edmonton, Alberta; G. J. Engelhart, 
retailer, Montreal, Quebec; Harry Farn- 
ham, Scott & McHale Ltd., London, 
Ontario; George Fortin, L. H. Packard 
& Co. Ltd., Montreal, Quebec; N. O. 
Hipel, M.L.A., Speaker in Ontario 
House, Preston, Ontario; Joe Hess, 
Canadian Leather Co. Ltd. & The Atlas 
Tack Corp. in Canada, Montreal, Que- 
bec; Harry Hart, Smith-Cameron 
Shoes Ltd., Toronto, Ontario; John V. 
Hatch, Gale Brothers Ltd., Quebec City, 
Quebec; R. Elk, Eagle Shoe Co. Ltd., 
Montreal, Quebec; Charlie Iredale, 
Canada Last Co. Ltd., Preston, On- 
tario; P. Jenner, David Spencer, Ltd., 
Vancouver, B. C.; George Keedwell, 
Robin Brothers, Ltd., Montreal, Quebec; 
Paul Lambert, Alfred Lambert Ltd., 
Montreal, Quebec; Henri La Grenade, 
H. B. La Grenade Shoe Mfg. Ltd., Mon- 
treal, Quebec; Paul Labrecque, United 
Last Co. Ltd., Montreal, Quebec; R. L. 
Ledger, Scott Shoes Ltd., Galt, Ontario; 
Antoine Lefaivre, Acton Rubber Co. 
Ltd., Acton Vale, Quebec; J. E. Gag- 
non, Acton Rubber Company Ltd., 
Acton Vale, Quebec; Forest Mann, 
United Shoe Machinery Co. Ltd., Que- 
bec, Quebec; Joe McKenzie, Fix Shoe 
Co. Ltd., Montreal, Quebec; J. J. Mc- 
Hale, Scott & McHale Ltd., London, 
Ontario; Robert McCash, Jones Pat- 
tern Co. Ltd., Toronto, Ontario; J. 
McLean, Sterling Shoes Ltd., Calgary, 
Alberta; Carl Nielson, Theo. Mayer 
Shoe Co. Ltd., Montreal, Quebec; 
Joseph Papin, Joseph Papin Ltd., Con- 
trecoeur, Quebec; J. T. Paul, Williams 
Shoe Ltd., Drampton, Ontario; Fred. 
Phillips, Phillips Style Service, Mon- 
treal, Quebec; Tom Robinson, Eagle 
Shoe Company Ltd., Montreal, Quebec; 
J. Segall, Stroller Shoe Stores, Mon- 
treal, Quebec; Tom Savage, Bell-Lynn 
Ltd., Montreal, Quebec; Robert Scrog- 
gins, Scroggins Shoe Co. Ltd., Galt, 
Ontario; John Sheehy, John Ritchie 
Co. Ltd., Quebec City, Quebec; Albert 
Tetrault, Tetrault Shoe Ltd., Montreal, 
Quebec; Nap. Tetrault, Aid-A-Walk-Er 
Shoes Ltd., Montreal Quebec; Joseph 
Villeneuve, P & V Shoe Reg’d, Laval- 
trie, Quebec; J. Wiezel, Wiezel Brothers 
Ltd., St. John, N. B.; Dick Woodward, 
F. E. Woodward & Sons Ltd., Lachine, 
Quebec. 
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Many leading manufacturers are 








supplying their customers with smart 


new models of lightweight shoes 








made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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CLAW IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 











SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 





WANTED: Experienced salesman to sell on 
commission children’s Prewelts and Men’s 
Beach Sandals. Address: The Kepner-Scott 


Shoe Co., Orwigsburg, Penna. 





SIDE line salesmen. Commission Basis. Old 
established house. Complete line of better 
grade slippers for retail trade. Give territory, 
experience and reference. Address E-327, care 
Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 





ALESMEN WANTED: For Wholesale _ line 

of Branded Work Shoes and Rubber Foot- 
wear as a side line, on Commission basis. Must 
have established following. Give fullest details 
of experience in first letter. Western and 
Southern States open. Address E-341, care 
Boot & Shoe Recorder, 1627 Locust St., St. 
Louis, Mo. 





ALESMAN WANTED:—Western Manufac- 

turer and In-Stock department—Girls’, 
Misses’, Children’s, Infant’s-Stitch-downs and 
Pre-Welts for Michigan, Ohio, Kentucky, 
Georgia, Alabama. Commission only. No draw- 
ing accounts. Give complete details in first let- 
ter or will not answer. Address E-343, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


SALESMAN WANTED to sell women’s nov- 
elties—men’s shoes and misses’ and children’s 
shoes for the State of Pennsylvania and E. Ohio. 
One of the fastest lines out of Baltimore. Com- 
mission basis. Reply in first letter stating ex- 
perience and references. M. Perel, 8 So. Han- 
over St., Baltimore, Md. 











SIDE LINE SALESMEN. Commission basis. 
Men in all territories to carry a short line 
of popular priced children’s stitchdowns. Ad- 
dress E-344, care Boot & Shoe Recorder, 140 
Federal St., Boston, Mass. 





ALESMEN, Experienced Selling Men’s and 

Boys’ Shoes for Connecticut, Pennsylvania 
and Upper New York State. Must know the 
Territory. SIMON WEINER, 134 Duane St., 
New York City. 





SALESMEN WANTED, for Ohio and Michi- 
gan, to carry side line of Women’s Goodyear 
Welt Arch shoes, $3 and $4 retailers. A_ to 
EEE widths in stock. Commission basis. Ad- 
dress E-345, care Boot & Shoe Recorder, 140 
Federal St., Boston, Mass. 





ANTED salesmen to sell manufacturer’s 

"line of McKay shoes, slippers and evening 
sandals at popular prices. Liberal Commission. 
Address E-347, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





EXPERIENCED SALESMEN: Established 

manufacturer infants’, children’s, misses’ 
thread lasted stitchdown in stock line, medium 
price range. Territories open: Texas, Louisi- 
ana, Missouri, Arkansas, Kansas, Mississippi, 
Alabama, Ohio, Illinois, Chicago, Michigans. Ok- 
lahoma. Will open new territories Nebraska, 
Pennsylvania, California, Oregon, Washington 
and other Western states. Interested in high 
grade men who can finance themselves. Give 
references and full details in letter. Address 
E-346, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ALESMEN Wanted, traveling by car, for 

attractive line of padded and cow-hide sole 
slippers. Good following among Department 
and Chain Stores ry. & i basis 
only. Furnish References. Address E-353, 
care Boot & Shoe Recorder, 239 West 39th St., 
New York, N. Y. 











HELP WANTED 


HOE LAST MODEL MAKER WANTED. 

The Vulcan Corporation can use a good 
men’s and a good women’s shoe last model 
maker. Permanent location uncertain. Please 
write to Portsmouth giving age, education, and 
a chronological record of positions held with 
dates and duties. All correspondence held con- 
fidential. 








A SHOE last manufacturer, located in Brock- 
ton. requires the services of a model 
maker. Give as much information as possible 
in the first letter addressed to E-333, care Boot 

Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


A SHOE last manufacturer, located in St. 
Louis, requires the services of a model 
maker. Give as much information as _ possible 
in the first letter. Address Box E-352, Boot 
ont Shoe Recorder, 209 So. State St., Chicago, 











FOR RENT 








Fine opening for store 
in City of 40,000; Environs 100,000. 
New room in 100% district. 
Only one department store in town. 


Cc. H. BAUM 
41 No. Vermilion St., Danville, Illinois 














BEST retail shoe business in Colorado. Doing 

a very nice volume. A real money maker. 
Best location low rent $150.00 per month. 
Established fifteen years. Our sales for 1934 
were $60,000.00. Address E-322, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








POSITION WANTED 








SHOE BUYER 
Age 29. Twelve years’ experience. Eleven years 
in Middle West. One year in the South. 
Understand the Merchandising and Buying of 
Women’s, Children’s and Men’s Shoes Completely. 
Willing to locate anywhere. Will furnish excellent 
reference. 
Eleven years with one store. Volume $750,000. 
JAMES S. RYAN 
14240 Asbury Park, Detroit, Michigan 











[Ss your men’s retail shoe business sick? Your 
prescription! Thirty-three-year-old executive 
with thirteen years’ experience in medium and 
better grade field 
Familiar with bread and butter, styled and 
sports lines. Now employed. Available early 
in September. Address E-350, care Boot & 
Shoe Recorder, 209 So. State St., Chicago. 





SHOE man, age 34, desires position as store or 
departmnet manager, has had sixteen years’ 
retail experience, ten years as manager, thor- 
oughly familiar with chain store operation, also 
window trimming, employed in New York, will- 
ing to go anywhere. Address E-348, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SHOE Buyer and Store Manager for Men’s, 
Women’s and Children’s Shoes is open for 
a position—Penna., West Va., Indiana, pre- 
ferred, but will go anywhere that good oppor- 
tunity exists. Thoroughly experienced. est 
< references. Write Box 332, Huntington, In- 
iana. 








BUSINESS OPPORTUNITY 


RESPONSIBLE high grade women’s shoe 
shop doing a substantial volume of _busi- 
ness in a city with population 150,000 will en- 
tertain selling children’s shoes (corrective) on 
a basis of commission. Address all details to 
E-340, care Boot & Shoe Recorder, 239 West 
39th St., New York, N. Y. 











mum charge 75 
address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
cents. For all other classified advertisements the rate is 7 cents per word. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45. words. 
Classified advertising is payable in advance. 
{a Advertisements for this page must be in our New York office on Friday of the week preceding publication. “rj 


Minimum charge, $1.25. 
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SHOE STORE WANTED 


SHOE STORE—Must be reasonable. Willing 
to pay cash. Willing to assume lease. 
dress E-351, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











LINE WANTED 





LINE of in-stock, popular priced, women’s 
novelties wanted for Virginia territory by 
young man with fourteen years’ shoe experi- 
ence. Pleasing personality. Address E-349, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





POPULAR priced men’s and women’s dress 
shoes for New Jersey and vicinity. Nine- 
teen years with one concern in this territory. 
Address “D,” 741 West Side Avenue, Jersey 
City, N. J. 





EXCELLENT Cuban representative is looking 
for line of cheap or medium priced ladies’ 
shoes for Cuba, Porto Rico and Panama. Ex- 
cellent opportunity to contact a high grade rep- 
resentative. Address E-342, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 








HOTELS 








in Saint Louis 
NINTH & WASHINGTON 





@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill. ..The Rathskeller 










Visitors who know 
St. Louis stop at the 


Avoiel en 





NOx 


MANAGER 








It's an Ideal 


Cuicaco—“Today buyers want to see 
what they are getting,” says Ed Haan 
of Cole, Rood and Haan Shoe Company. 
“That is why, when we are out on the 
road, we take one of our experienced 
shoemakers with us. He sets up his 
workshop in the display room and shows 
the buyers just how our shoes are built. 
The idea has met with a great deal of 
success everywhere.” 








WANTED TO PURCHASE 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Sake—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Teiephone: WORTH 2-5180, 518! 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers er retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone Worth 2-5877 and 5378 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Bramded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 


IRVIN RUBIN 
“The House of Jods’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 














Shoe Travelers’ Outing 
Big Success 


NEW YORK—The outing held by the 
Boot and Shoe Travelers Association of 
New York July 18, was a big success 
with over one hundred members attend- 
ing the affair. After a splendid lunch 
the golfers and those interested in 
watching left for the Engineers’ Club, 
where the tournament for the Boot and 
Shoe Recorder Cup was played. 

Joseph W. Holmes of the United Last 
Company of Boston, won the cup in a 
close match from Albert Beigel, presi- 
dent of the Shoe Club of New York, 
who was runner-up. Mr. Beigel won 
a pair of golf shoes as prize for run- 
ner-up. 

In the retailers’ tournament, Thomas 
Callahan, buyer of B. Altman Company, 
tied with Charles Beal of A. S. Beck 
Company but in the play-off Mr. Calla- 
han won the silver plate, donated by 
the New York Shoe Board of Trade. 
Mr. Beal won a dozen golf balls as 
runner-up, donated by D. S. Mac- 
Donald, of the Marbridge Building. 
Max Bernstein also won a box of golf 
balls given by Mr. MacDonald for low 
gross score. 

In the exhibition match between 
William Butterworth and Joseph 
Ayling, Mr. Butterworth won, and as a 
prize, received a pair of golf shoes. 
Mr. Ayling was awarded golf balls. 

The members that didn’t care for 
golf, played baseball, pitched horse- 
shoes, or went swimming. 

At the shore dinner that concluded 
the outing, James T. Baker, of the Bilt- 
more Shoe Company, presented the 
awards for the golf tournament. 





MERCHANTS’ NEEDS 








$4.00 Pouy Cu P 
GROS6 for Price Tickets 
$2.25 
HALF GROSS 





Tilts at Any Angle 





M. D. Pollinger Co. 
HOLLAND BLDG. 
sT. Louis mo. 
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White Sales Increase over 
Past Year 


PROVIDENCE, R. I.—White shoe sales 
of the present season have far excelled 
those of last year, according to local 
shoe retailers, who describe the present 
as the biggest white season ever ex- 
perienced. Ernest L. Jeffrey, manager 
of the W. L. Douglas Shoe Store, 338 
Westminster Street, reports sales about 
200 per cent ahead of last year. This 
particular store has sold as many white 
shoes to date as were sold in the entire 
season of 1934. 

Local retailers have found and are 
finding good profits in lower heeled 
shoes with perforated shoes holding the 
spotlight. Brown and white sport com- 
binations have sold only fair although 
several retailers report a quickening of 
sales in this item with the advancing 
season. 


Improvements for Shoe Shop 


SEATTLE, WASH.—By placing a con- 
tract in the hands of J. H. Wilson, the 
program of extensive improvements at 
the Buck Shoe Shop, at 1317 Fourth 
Avenue, this city, has been inaugu- 
rated. While business proceeds as 
usual this week, within this Ground 
Gripper Shoe Store, the windows are 
being remodeled, and will be beautified 
to hold modern displays of footwear. 
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q To 
Our Advertisers In This Issue 





To Enlighten Press and Public 
[CONTINUED FROM PAGE 25] 


patches, in which statements are made 
to the effect that there has been wide- 
spread wage reduction in the boot and 
shoe industry since the abrogation of 
Codes, as a result of the decision of the 
United States Supreme Court. These 
statements are not in accord with the 
facts; and if not corrected, may lead to 
a gross misapprehension of conditions 
in the industry. 

“The boot and shoe manufacturing 
industry, employing more than 200,000 
people and doing a gross volume of busi- 
ness of five hundred million to a billion 
dollars annually, was one of the first 
major industies to take official action 
by a large and representative group to 
continue minimum wages, maximum 
hours and elimination of child labor 
regulations under which the industry 
had been operating. 

“A meeting of the board of directors 
of the National Boot and Shoe Manu- 
facturers Association had been called 
in Washington for May 28, 1935. At the 
meeting of our board, the day follow- 
ing the decision of the United States 
Supreme Court, a majority of the pair 
production and dollar volume of shoe 
manufacturers of the country was 
present. A resolution was unanimously 
passed, and members present agreed to 
post notices in their factories to their 
employees, that the minimum wages, 
maximum hours and elimination of 
child labor would be continued by them. 

“Subsequent to the action of the 
board of directors of the National Boot 
and Shoe Manufacturers Association, 
local shoe manufacturers’ associations 
including Brooklyn, N. Y.; Brockton, 
Mass.; St. Louis, Mo., and the Stitch- 
down Shoe Manufacturers of New York 
have formally endorsed the action of 
the national association. Many indi- 
vidual manufacturers have also volun- 
tarily endorsed the resolution and have 
agreed to continue the minimum wages, 
maximum hours and child labor regula- 
tions under which the industry has been 
operating. 

“We believe that proper considera- 
tion should be given to these facts not 
only for the benefit of employers in the 
industry, but also for the benefit of em- 
ployees, especially in shoe manufactur- 
ing centers; and we shall surely ap- 
preciate anything you can do to avoid 
misunderstanding and to promote the 
maintenance of proper standards and to 
aid in the progress of a rational and 
fundamentally sound economic re- 
covery.” 
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MERCHANDISE 





d'Ora, Paris 











THE NEW FOR MALIT¥ 


This winter they'll wear little hats of ostrich plumes, like the one in 
the photograph, silk dresses under fur coats—and they'll wear them 
from nine to five. 

New street shoes for all-day wear must be light and elegant. Detail 
them in kid, of a tannage that gives you excellent cutting, detail a good 
proportion in brown, because brown shoes will carry throughout this 
colorful fall and winter, choose the brown that has proved its value 


as a complement to all costume colors. 


VODE No. 32 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 


‘ 
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So, Soe. 0 een ee 


- All-Over Shoes | 
made of | 


COLONIAL 
PATENT 


“Og 


(MASCARA BROWN) 


are being ordered in volume by leading retailers. This rich, deep brown, per- 
fected in patent leather by Colonial, adds a pleasing variety to the patent 
leather footwear vogue and is being enthusiastically received by women all 
overthe country. Colonial 99 in all over patterns will make extra pair 
sales wherever offered. Be sure to see your manufacturer's samples. 


COLONIAL TANNING CO. 
BOSTON 





THE FAMOUS 


Tango 


FLEXIBLE INSTEP 
“, 


made by | 


Brauer Bros. Shoe Co. of 
Colonial Patent No. 99— 
Mascara Brown. 









All that Fine Patent can be 
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Foot Saver Shoes by JULIAN & KOKENGE CO. These Heels are Scuffless 


‘Brand new slippers — and look at the heels —ruined!’ 
Betty, why don't you insist on ‘Pyraheel’ covering?” 
‘Pyraheel? What's Pyraheel, Mary?” 


It's the heel covering that simply will not scratch, 
or scuff or mar.’ 


FOR 
DANCING 
FEET 


Sen hoes heals 


Smart little Mary! Du Pont’s “Pyraheel” is the 
answer to every woman’s shoe problem. Women 
know the protection against scuffed and scratched 
heels that ““Pyraheels” give the nicest shoes. Smart 
retailers know the value of specifying this long- 
wearing heel-covering material from their manu- 
facturers. “Pyraheel’”’ comes in all the smartest 
textures— patent, calf, dull and shiny kid, pigskin 
effect, built-up leather, etc. If you haven’t scuff- 
less heels on the shoes you sell, let us tell you how 
to get them. Write to Du Pont Viscoloid Company, 
Empire State Building, Department 25, New York 
City, or write direct to your shoe suppliers and 


specify scuffless heels on your orders. 


PYRAHEEL 


REG. U. S. PAT. OFF, 


MAKES SHOES EASIER TO SELL 
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Many leading manufacturers are 
supplying their customers with smart 
new models of lightweight shoes 
made by this thoroughly practical 
method. 








Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 
and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SILHOUWELTS rine sHoes 


MADE BY A MODERN METHOD 


IN STOCK — 
TO RETAIL AT $4.00 


Foremost in quality shoemaking stands the 
Silhouwelt Method which Endicott-Johnson 
utilizes in the manufacture of their quality 





men's shoes. 


Permitting of lightweight construction, espe- 
cially suited for town and country wear, 
Silhouwelts offer unsurpassed values to the 
wearer and a real business building opportu- 
nity for the merchant. 


by ENDICOTT-JOHNSON 








OPERATING UNDER 


= 00 ove meat 


PRINCIPLES 


ce | 


8107-—-Black Calfskin Two Eyelet Tie, 
Plain Toe, 9/8 Leather Heel, Sil- 
8103—Black Calfskin Bal, Silhouwelt houwelt Construction. Sizes 6/11. 
Construction, Rubber Heel. Sizes 5/11. Widths C, D $2.60 8104—Black Calfskin Bal, Wing Tip, Construction, Rubber He “y Sizes 5/11. 
Widths B, C, D $2.60 8106—Same in Tan Calfskin, Two 9/8 Leather Heel Silhouwelt Construc- Widths B, C, D. $2. 
8102—Same in Brown Calfskin Bal. Eyelet Tie. tion. Sizes 5/11. Widths B, C, D.$2.60 8100—Same in Brown “Calfskin Bal. 


ENDICOTT-JOHNSON - ENDICOTT, NE'W YORK 
ST. LOUIS, MO. - NEW YORK CITY 


8101— Black Calfskin Ba Bithowwel 
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E-J HEALTH 
SUPREME IN [9 









OPERATING UNDER 


- cooun mam 


PRINCIPLES 


The complete line will be 
gladly shown to you by the 
Endicott-Johnson salesman 


2706—Black Kid Tonqueless ; iat 
in your vicinity. 


Tie, 14/8 leather heel. 
Sizes 3/10, Widths D 
and EEE. .......$1.40 





2707—Black Kid Nurse's Ox- 
ford, 11/8 leather heel, 
rubber top lift. Sizes 
3/10, Widths D..$1.40 


2708—Same in White. 















2710—Black Kid Gypsy Tie. 
Grey Stitched, 14/8 
leather heel. Sizes 3/10, 
Widths D and 
EEE. .....2.... 7900 














2713—Black Kid Tongue Tie, 
14/8 leather heel. Sizes 
3/10, Widths D and 
Ce 


2712—Same in Brown. 















2728—Black Kid Tonque Tie, 
Grey Stitched, dark 
grey perforation under- 
lays, 16/8 Cuban Heel. 
Sizes 3/10, Widths D & 
MBE oaks ccsbiree ot $1.45 


2729—Same in Brown. 
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SHOES FOR WOMEN 


IN-STOCK 
TO RETAIL AT *2* 


For every woman in every walk of life 
there is an Endicott-Johnson Health 
Shoe which the retailer can offer at a 
modest price. 


The activities of women today have 
greatly increased the necessity for foot- 
wear that is comfortable, that offers 
correct support and balance, but at the 
same time is created with the knowl- 
edge that style and fashion are what 
the modern woman demands. 


Health shoes are a most important 
phase of shoe merchandising today, 
and a profitable one too. Endicott- 
Johnson Health Shoes for women give 
the merchant an excellent opportunity 
to build up a real Health Shoe business. 


4700—Black Kid Tonque Tie, 4702—Black Kid Gypsy Tie, 
lizard tongue and under- © 14/8 Cuban Heel. Sizes 


lay, 14/8 leather heel, ; 
rubber top lift. Sizes 3/10, Widths D., $1.47! 


py eevee i a 4710—Same in Brown. 


ce in Brown. 


4706—White Cabretta Nurse's 
Oxford, 11/8 leather 
heel, rubber top lift. 
Sizes 3/10, Widths D. 
$1.47! 

4705—Same in Brown. 





WLS este, deanna 


ENDICOTT,N A REWORK CY 





ACE HIGH 
Oltretbhay 
Kistler 

Bench Brand 
Soles 

(©) ob tome 33 Co Led < 

Jack Jetta 

Calf 


KISTLEX 





TAKE 
the money 
with these 
two numbers 
Style 256 
rob ete| 
Style 258 
Ny etohiogel 
Two Best Selling 
in a Line of Eight 


THREE 
FEATURES 
Flexibility 
thru insole, 
outsole, and 

counters 


THEY 


Style No. 258—The BRIS- 
TOL-Ohio Black Jack Jetta 
Calf-Stocked AA8 to 12. 
ABC D to Size 12. 

$3.00 
Style No. 268—Same in 
Tan Calf. 
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PTEEPLEY 
F SHOES i 


~~ 





Good Lasts 
Bristol 
Baron 
Gotham 

Bordeaux 





WILL WEAR 


> FOR THE MAN WHO | 


Can be 
No} te mek 
$500 
witha 
nice 


MARK-UP 








tole lobhateysXor| 
popular styles 
not shown 
NYobeot 0) (-3:) 
fo} a Oxot cod Lele} 
on Request 


ANY PRICE YOU ASK 


TEEPLE 


Style No. 256—The 
BARON-Ohio Black Jack 
Jetta Calf-Stocked AA8 
to 12. ABCD to Size 12. 

$3.00 
Style No. 254—Same in 
Tan Calf. 


Shoe 


COMPANY 


Ai its 
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